





HELP YOURSELF... to extra profits from 
€& 1847 ROGERS BROS. 


New 8 for $8 special! 


(REG. VALUE $16) 


Cocktail Forks e Iced Drink Spoons e Spreaders 
Best-selling ‘‘extras”’ in your best-selling silverplate. 


Promote these popular pieces for wedding gifts, bridal show- 
ers, hostess gifts—and your customer’s own home, of course. 


Order by units. Each unit contains eight boxed sets, in 
assorted patterns... 
No. 101-1 Iced Drink Spoons 
No. 101-2 Cocktail Forks 
No. 101-3 Spreaders 
SPECIAL RETAIL $64.00 (per unit) 


et hinceithics tlie iataees thes iniemiante See your Approved Wholesale Distributor for complete details. 
new gift package. Free display included with merchandise, mats on request. 


1847 Rogers Bros. America’s Finest Silverplate Made only by The International Silver Company, Meriden, Conn. 
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wherever she goes 





Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 


Model ‘ le ee wearing 10 ct. Mar- : a | \ 4 4 = ee , ‘ 

Saddles’ diamond ey 35 ct. dio- . sy. at all times from William Levine Company. 
mond bracelet, 30 ct. diamond ry  - £ - , ; 
necklace, 7'/% ct. diamond ear- a a At your request, a selection from the world’s most 
fings. Ali available on memo. | a Ff eae 
io ~_ 7s beautiful diamonds, assembled by one of America’s 


leading importers and cutters of fancy diamonds, 


seebdiiteiterAscm decade 


will be sent to you on memo. 
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William Levine Com pany 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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Those plates on our cover should help you 
remember the annual chinaware shows coming 
up during July in New York and Atlanta. 
Also they stand for money to be made in 
china. You'll get some good pointers on 
launching a china department from Stanley 
M. Freedman's article “How to Sell Quality 
China,” page 42 .. . If keeping inventory 
records for silverware makes your head swim, 
try the simple method recommended by Wil- 
liam Scheibel, page 48. 
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But she can’t afford one. It is a matter of fact that most women want 
emeralds — but can’t afford them. That's the reason you don't carry them. 


Now, you can satisfy her desire for an emerald, profitably, by offering 

her Chatham Cultured Emeralds. They are so much like the natural stone 
that no layman could possibly distinguish between them, and they 

cost only about one-fifth the price of the natural stone. 

This rich, brilliant green transparent stone is being set in fabulous 
creations of platinum and gold by the world’s leading designers. Youll be 
proud to be the first to offer your customers the world’s newest jewel, 
Chatham Cultured Emeralds. Write for price list and memorandum 
selection today. 


CHATHAM CULTURED 


A DIVISION OF IPEKDJIAN, INC. 


ANT 
AN 
EMERALD 


Faceted Pearshape 

- Chatham Cultured Emeralds 
5¥2 ct. ea. platinum setting, 
with diamonds and 
cultured pear!s. 
WITTMAYER CO., 
NEW YORK, N. Y. 


Square Chatham Cultured 

Emeralds | ct. ea. 

platinum setting with 

diamonds. 

GREEN & CO., Jewelers, 
NEW YORK, NEW YORK 


, platinum setting 
F. & F. FELGER, INC. 
NEWARK, NEW JERSEY 


& WOODLAND, 
NEWARK, NEW JERSEY 


EMERALDS 


S80 FIFTH AVENUE, NEW YORK S36, N. Y. 








Starting this month and continuing every week 
through the year, SPORTS ILLUSTRATED will 
present to every person selected by its editors for 
mention in it’s “Pat on the Back” Department a 
special trophy created by ARLEN TROPHY CO. 


This week-by-week “team play” creates a new mer- 
chandising influence in trophy selling with many 
possibilities for retailers. Local publicity, TV and 
radio presentations, window display are just a few 
ways for a variety of publicity and promotional 
events. 
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Local Arlen dealers are invited to participate in 
this unusual and unparalelled promotional team- 
work. When there is a “Pat on the Back Award’ 
in your area you will be notified in advance to par- 
ticipate. If you are not yet an Arlen dealer, request 
details of our comprehensible line. Our continuing 
promotional program will make your trophy sell- 
ing more profitable. 


See the May 12th issue of SPORTS ILLUSTRATED 
for the announcement of the PAT ON THE BACK TROPHY by Arlen! 


ARLEN TROPHY CO., INC, » xi seo teste s,m 


WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport ‘‘Oscar” to a Championship Trophy 
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best ring lock ever!’ 


that’s what they’re saying about 
Co 
Perfect: Lock 


with the 
“Flip-Grip” Action ! 


Ip oMela-Moelt] (eM ol-Miilele-Me(-lifelat ite Mintel: 
VC Michmill- Mile iia Mmicrmacllilguice melts 
claim that we have created a truly 
a-tiilela dele) (-Mal-Somclero iM oMelleliirelirem-11 6 
ing. Our long months of research and 








development have borne fruit, our ". “ie Mg 
efforts have been rewarded with the “7 - iced Oe tos 
greatest customer-enthusiasm we've = wiiliens i engegement ring. | 
ever enjoyed. Here is a device that = a ond i's locked. , 


fills a long-standing need. It solves a 
great many problems and we urge 
every manufacturer, every wholesaler, 


every retailer to see and try this won- _ Flips like a book page! Disappears completely! 
derful “Flip-Grip” action. It’s firmer, Ne twisting! NE prying! Defies damage! 


stronger, more foolproof, yet costs 


no more, Built for endurance! Entirely die-struck! 


Over 1000 attractive new K EB lock sets to choose from! 


Bole 


“eae WwW 
% Sy 
OMY ," aay Zar 
SS a 


DIN SSOre, 


No. 146/2262/7 en- No. 192/2242/11' en- No. 185/4911/1 en- No. 148/2264/4 en- No. 146/2262/3 en- No. 146/2262/8 en- 
gagement ring with gagement ring with gagement ring with gagement ring with gagement ring with gagement ring with 
wedding ring No. wedding ring No. wedding ring No. wedding ring No. wedding ring No. wedding ring No. 
45/2263/7 45/2243/1t ¢ . .: 4$11/1. oe 45/2265/4 45/2263/3 45/2263/8 





Creators, Designers and Manufacturers of “Perfect Ring Findings” 


Your wholesaler is proud to show you 

the new Karlan & Bleicher line of rings. 

Ask to see the lock with the “Flip-Grip” 

action. Use the powerful, effective 

K & B mat service for your newspaper m 136 W.52nd ST., NEW YORK 19, N.Y. % 
advertising and obtain greater results. & “= =€6—OFFICES IN CHICAGO AND LOS ANGELES es & 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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wrt Offers you electric clocks 








to sell on sight 


Discriminating people all over the country are going for the trim, 
tapering lines and wide-awake appearance of these new Ingraham 
electrics. They like their prices, too—alarms from $3.98 to $17.95 
and kitchens from $3.98 to $8.98. 

And dealers who are stocking them, like the deals Ingraham is 
Offering... 


4 free, colorful, permanent display deals... turn- 
table displays for island or counter and open displays for 
counter or wall. 


Plus free merchandising aids. 


Take full advantage of the sales opportunity offered by the 
Ingraham line. For complete details, contact your Ingraham 
Electric Clock Distributor. Let us know if you want us to supply 
his name. 











FLAIR $6.98 CALENDAR $8.98 





that are styled and priced 








EMPRESS $9.50 











DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 








MATCHED WEDDING RING SETS 





Barel Bridals are Hand Carved Matched Wedding Ring Sets of 
unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 
/ ts genuinely Hand Carved with the meticulous craftmanship that is 
_ traditional with renowned jewelry designer Fred Barel. And each 





one is a prestige-builder that sparks new sales, 


\ insures repeat customers. 
aj 4 
‘. 





. The Barel signature (2 cppears in the 
, shank of every ring, to assure you of a 
genuine Hand Carved original. 


exclusively designed by 


Sold directly to the retailer 
by the manufacturer 


Free mats available 


upon request. 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC., 87 nassau street, NEW YorK 38 
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ouble ring sales with 


Catt 


Dennisons new double ring cases 


y . 









The season's the reason for displaying en- 
gagement and wedding rings in these 






fashion-wise double ring cases. (They're 






perfect for all your other fine rings too.) 






They show off the quality and beauty of 






your merchandise to its best advantage — 
and to yours. And when the sale is made, 
they're elegant ‘‘take-home’ packages. 









7450TX Fine display piece, fine 
give-away. New molded spring- 
hinge cover. Gold leaf decoration, 
White, Peach and Blue. 











Both cases in opaque plastic with rayon satin cover 8150TX Perfect case for window 
cushions and transparent or Karess velvet ring pads. display because of the slanted ring 
Individual packers. — pad. Distinctive gold leaf design on 

top. In four new opaque colors 


Order a supply of these Sales-Making Ring Cases — Peach, Pale Blue, Yellow, Ivory. 


MARLBORO, MASSACHUSETTS 

















PICTURE OF A MAN ON HIS WAY! 





He's on his way to an active Fall season — and one of his important stops is the RJA 
show in New Yok AUGUST 10-14. 


That list he's toting is a list of merchandise he needs — merchandise he hopes to 
order at the show. Is your product on his list, Mr. Manufacturer? It can be if you 
pre-sell him through an advertisement in the August issue of JEWELERS' CIRCULAR- 
KEYSTONE, the national magazine of the jewelry industry, coast-to-coast! 





Yes, you can Pre-Sell and Pre-Introduce with an advertisement in Jewelers’ Circular- 
Keystone, the magazine retail jewelers will be reading before and on their way to the 
trade shows. 


If you're NOT exhibiting at the show, then an ad in JC-K becomes even more impor- 
tant. Your customer-prospects must have a basis for comparison if your merchandise 
is to be considered. 


Too, there are those stay-at-home jewelers who want merchandise information. 
Reserve your August JC-K advertising space now. The deadline for this most-impor- 
tant issue is July 10. Our representatives at the offices listed below await your call. 


Call or write today. 


Offices: 


Phila.: Chestnut & 56th St. SH 8-2000 

New York: Oliver E. Haupt, Jr., Raymond V. Lawrence, Madeline Love, Arthur J. Tuveri, 100 E. 
42nd St. OXford 7-3400 

New England: E. P. Lingham, 420 Industrial Bank Bldg., Providence, R. |., GAspee 1-528! 

Chicago: Ray C. Metzinger, Robert K. Hogarty, 360 N. Michigan Blvd. RAndolph 6-2166 

San Francisco: Frank McKenzie, 1355 Market St. UNderhill 1-9737 

Los Angeles: Jack Kay, 198 S. Alvarado St. DUnkirk 7-4337 

Dallas: Harold Mott, Meadows Bldg. EMerson 8-4751 











10 JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1958 

















Easy $ales... 


our WIDE WEDDING RING oy mevasroharels 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 


@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 3 
@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 
@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 













@® And remember — Polishook 

service is always depend- 
able ... 24 hour delivery 
on “specials.” 





See this and hundreds of other profitable 
Polishook promotions. Sell and profit with the 
POLISHOOK LINES: “LLOYDS OF NEW YOR 


K” and “FIDELITY” .- - 


gement rings, 


natio , 
j " IN RINGS 
fraternal rings, ever baby rings — EVERYTHING 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Se. 


There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
fo see you. 








A Complete — Package 
... 50 you can "DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE: 


More than 5,000 Sales-Aids and Timely Ideas 
sure to draw Crowds 





NEED CASH SPECIALS? | 


We can serve you on Memorandum with sciaial hundred 


cluding Advertising Copy that will make your sale a suc- 
cess any month of the year. 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or ’phone for details! No 
town too small for a SUCCESSFUL SALE! We can rec- 
ommend Experienced Sales Supervisors at nominal fee— & 
upon request! 


ALL THIS AND MORE! 


















A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL "EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS! 





Planning a STORE-WIDE SALE? 


*50 


FOR EVERYTHING 
YOU NEED TO RUN 


ANY KIND of SALE! 


Sample Full-Page Adv (Redeced) 











of the hottest fast selling profitable traffic items, in- Beg 


You, too, can jam your store with customers. They came! They saw! — bought! 





J. BIELER PROMOTIONS 11222... 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 






Gore wane STOCK LIQUIDATION SALE 
seats PUBLIC NOTICE! <S4é2 ON THE PREMISES! EVERYTHING 422 00: 2 


ae WATCHES! a ae 

Rene ED: - 
he RIFIC a 
‘WE WERE WRONG— -WE ARE SORRY — 


Up. veh nyt Y woe" d Merchandise Is rey: 
pb © Forced To Liquidate This an aoeeneed ted b 


ae ee ‘Ss UP TO 75% 
GIFT? 

















Hand When Our Beers Open For For This Cree 


Stock Liquidation Sale 
iB oy. “THURSDAY | 


| duamonns - cnasvon os: WATCHES 


TOMORROW ! 110 bb M 




















SAVE UP T0 75‘ 7 







BARGAIN 






| EVERY ARIE Ga - TCO TSS USES 


Spore Wome 


4 ACT NOW 










Sx 


? ACK > vNe? 


Po P1OK 2 MATCA 





OPEN MONDAY AND THURSDAY NITES 
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+COBB+ 


Friction Post Ear Screws 
for pierced ears 


Model 514 








+COBB-+ 


Pd do +3 49 dd DA AD dd 


d(( 


COREE 


q 


i. 
_ 


Choose from the Cobb Col- 
lection . . . the most com- 
plete line of friction post 
ear screws for quality ear- 
rings. Available in 14K, 
12K, 10K, GF and Sterling. 
Sold through jobbers every- 
where. 


Mode! 514 
Friction Post 


Ear Screw 


alin ik + 
eleleMn maiaile 


or ec 


-_ 5 
-39) 





alemaclsabiolar 











Ww, R. 101 SABIN STREET 
< Co = =) PROVIDENCE 3, R. Il. 
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NEW DISCOVERY, 
Forma a Scribery 


i 
(AGS: 5 


PLASTIC 

IN ALL COLORS 
PARCHMENT 

eli mma ciital 

Mfd.by ARCH CROWN TAGS. INC. 
277 Halsey St.. Newark 2, NJ. 





The World's Most 
Complete Selection 
of Technical and 


Sports Timers 


_ 


8 2eLenes.. 


YOUR WHOLESALER 


ca $ 4 Write for the Latest as 
Po RP RACINE CATALOG 


Featuring Timers and 


Chronographs 


WULES RACINE & LUMPANY. NC 


olists in Fine Timer 


WEST 4 t? STREET 























LETTERS 


ANNIVERSARIES: Your two May articles 
will surely encourage jewelers to increase 
their sales of wedding anniversary gifts. 
To help with this effort, the Jewelry In- 
dustry Council is planning to issue, at 
cost of production, a third and new edi- 
tion of its “Wedding Anniversary List” 
—a 16-page booklet which jewelers can 
imprint with their store name and dis- 
tribute to the public. 

This new booklet, attractive and modern- 
looking, will list the gift categories for 
each anniversary and offer gift sugges- 
tions under each category. It would be 
highly worthwhile to hear from jewelers 
with respect to the number of booklets 
they think their initial order might cover. 
This information would not be binding 
upon the jewelers, but would help the 
Council determine the size of the first 
printing of the new edition. 


New York A. E. HAASE, 
President, 


Jewelry Industry Council 


INVENTORY CONTROL: Your “What’s What 

in Inventory” articles have mentioned 

several firms which suppy forms for in- 

ventory records. Please furnish their ad- 

dresses. 

Marion, Ohio GERALD DAVIS 
May Jewelry Co. 


Suppliers of inventory pages, somewhat 
similar to those recommended by William 
Scheibel, are: Wilson-Jones Co., 122 E. 
23rd St., New York; Charles R. Hadley 
Co., 342 Madison Ave., New York; Busi- 
ness Systems Corp., 436 Pearl St., New 
York; Thompson Lithographic Associates, 
Inc., 250 W. 54th St., New York.—Ed. 


PIERCED EARS: Your article about ear- 
piercing [April] interested me. If a girl’s 
ears are pierced when she is very young 
they heal quickly and she will wear ear- 
rings of the better kind all her life. I 
know from experience. Mine were pierced 
when I was a baby and I have never been 
without earrings. 

Detroit MRS. E. R. ANDERSON 


TING-A-LING: Your March issue contained 
an excellent article, “Put Your Telephone 
to Work — with Imagination.” Could I 
Secure an extra copy? I hope to utilize 
material from it in setting up a telephone- 
selling program for Zale store managers. 
Dallas, Tex. FRED GREENE 
Sales Promomotion 

Zale Jewelry Co. 
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GOOD WORKS: We have read many articles 
in your magazine urging jewelers to par- 
ticipate in community activities. How- 
ever, we wondered if it was really worth 
while for business purposes, even though 
we enjoyed doing it for the good that was 
accomplished. 

Imagine our pleasure and pride when 
an editorial appeared in the local paper 
during our celebration of 20 years in busi- 
ness. The seven-inch editorial at the top 
of the editorial page said in part: 


“The Kastan family has been active in 
virtually every worthwhile community or 
civic venture. . . . Kastan’s have sponsored 
Little League baseball, contributed generous- 
ly to such ventures as the Family Y Building 
Fund, the Samaritan Hospital, the United 
Fund, the Community Chest, the Chamber of 
Commerce, the Junior Chamber and a long, 
long list of other enterprises dedicated to 
making Ashland a better place in which to 
live. 

“Individuals in the Kastan family have been 
active in helping the above-named and other 
organizations to success in Ashland. Al 
Kastan has been a leading member of the 
Junior Chamber. ... We sincerely hope that 
others take the Kastan example as a guide 
to worthwhile operation of a small business 
in a relatively small community.” 


The editorial came as a complete sur- 
prise, was unsolicited, and was the first 
of its type ever printed in our local paper. 
For any of your readers who wonder if 
such activities are worth while, we can 
certainly state that they are—and that 
the satisfaction derived from such an edi- 
torial as this means more than the profit 
from any sale. 

Ashland, Ohio A. KASTAN 
Kastan’s 


CREDIT: As a new subscriber, I wish to 
congratulate you on your acquisition of 
Mr. William Wagner as instalment credit 
consultant. 

It has been my good fortune to know 
Mr. Wagner for some 12 or 13 years and 
of the many people I have met in the 
credit jewelry business none has had as 
thorough an understanding of the dy- 
namics of this complex business. 

I am looking forward to the pleasure 
of reading his articles in your coming 
issues. 

Beverly Hills, Cal. SOL FINKELMAN 
Certified Public Accountant 

In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts. Philadelphia 39, Pa. 
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ELKON CO. 


INTERSTATE DIAMOND CORP. 


DIAMONDS 


IN ALL QUALITIES AND SIZES 


Importers éx Manu acturers 


630 FIFTH AVENUE NEW YORK 20, N. Y. 
Circle 6-5461-3 














MIKIMOTO 


CULTURED PEARLS 





K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y¥. ©. 36, N. Y. 


JUDSON 6 6992-3 
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METALS & CONTROLS CORPORATION 





GENERAL PLATE DIVISION 





Attleboro, Massachusetts 
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LEADING 
WHOLESALE 

JEWELRY and 
DISTRIBUTORS r 
















JOIN HANDS IN PROUD A 


You—better than anyone else—know that America’s lead- A new “first” has k 
ing Wholesale Jewelry Distributors are the strongest link The entire Gruen C 
with ethical distribution in America today. Their integrity sumer acceptance | 
and prestige symbolize the finest traditions in our industry. Wholesalers. Retail 
Therefore you—better than anyone else—understand how these watches for st 


proud The Gruen Watch Company is of its newly-formed 


association with Wholesale Jewelry Distributors. It’s the only realistic 


to help meet all you 
You would expect a lot from such an association and The 


in a new day for th 
Gruen Guild Watch Plan gives you everything you need. 


First, a great new high-style line of quality watches to May we urge you to 
sell in all your important price ranges. You — and only sale Jewelry Distrit 
you — will have this Gruen Guild Line to sell. Fall. Get the compl 






















WATCH 
COMPANY 





re pen er ee ame a ae, 
ga Rg: al 
, ea Sg oP af 
ee ee BO o> aie 
Te acontell ae ae ee eer . ides 


SSOCIATION 


been established in the watch industry. 
Guild Line has been pre-tested for con- 





> by an Advisory Board of your Jewelry 
1ilers and consumers, too, have pre-tested 
style, superior value and quality. 


ic merchandising plan specifically created 
our current-day watch problems. It ushers 
the Retail Jewelers of America. 


to wait for your Authorized Gruen Whole- 
ributor before you buy any watches for 
plete, great new profit story. 








(4 4 ¢ Of dipntid ( Www € Aysociation 


A GREAT NEW PROFIT STORY FOR YOU 


STARTING POINT 








THE GRUEN GUILD PLAN GIVES YOU 


¢ A high-style, pre-tested line of quality watches in al 
your important, fast-moving price ranges. Exclusive 
—only you will have these Gruen Guild Watches to 
sell. Every one bears the exclusive Gruen Guild Guar 
antee Tag backed by 84 years of skill and experience 


Protected profits — protected inventory. New merchan- 
dise in season at no additional cost. Reduced inve: 
tory after season without loss to you. 


Local On-the-spot service. Your Jewelry Wholesale 
carries your inventory. And he is ready to serv 
at a moment's notice. 


Protection from non-jewelry store outlets. Gruen 
scrupulously selects and controls retail! distribution 


Guaranteed continuity of quality. Gruen is one of tl 
few companies in the world who manufacture watches 


trom first step to last in their own Swiss plant 


Strong, consistent National Advertising support 
Gruen Guild Watch Line enjoys a consumer accept 
ance, second to none. A great new FALL CAMPAIGN 
will sell your Gruen Watches—to your customers 
your city! 


Powerful point of sale displays, in-store merchandisir 
traffic builders, profitable promotions guaranteed to 
draw traffic and build sales 
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The “Built-in” helpfulness 
of Makepeace metals makes 
jewelry designing easier e e e There’s much more than a bill of lading 


that goes with each shipment from the 
Makepeace plant. There’s a big plus — 
the “know how” to give you what you 
need to design fast selling jewelry — and 
the willingness to consider your needs as 
part of a basic service to the jewelry in- 
dustry. Makepeace craftsmen are masters 
of fine metal (such as gold, gold-filled and 
sterling silver). They make it easy for you 
to design a line and build it just the way 
you want it. 


D. E. MAKEPEACE DIVISION 


Attleboro, Mass. 


For a mirror finish 


without polishing oe 





New Baker settings 
‘s\) dramatize diamonds 


j 


~' use Silva Brite process—@ (‘cw 
\\ | 


, 
, 
, 
‘ 


Advanced thinking at Baker has created 


A profitable and efficient way to produce 
mirror-bright silverplate finished directly 
— with little or no polishing. The process 
is non-critical, easy to use, economical and 
produces a hard, ductile, brilliant finish. It 


advanced designs in settings. Styled to 
modern tastes, a Baker setting will comple- 
ment every stone, make it brighter, add 
lustre and fire. To be shown at its best, 
every stone needs a dramatic Baker setting. 


is being used successfully for all types of 
jewelry and hollow ware. Work is done in 
a clear water-white solution, enabling the 
operator to watch plating being done. 


Available in all sizes in 10% iridium plati- 


num, jewelry palladium and gold. 


BAKER SETTING DIVISION 
850 Passaic Ave. 
East Newark, N. J. 


Complete technical details available. 


AMERICAN PLATINUM 
& SILVER DIVISION 


231 New Jersey Railroad Avenue 
Newark, N. J. 


BAKER 
SETTING 


AMERICAN 
DIVISION 


PLATINUM 
& SILVER 
OTM ERY LO). 


113 ASTOR STREET 


NEWARK 2+ NEw JERSEY 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1958 








This monumental dial tells time around the world—in the Watchmaking Exhibit of 
the Swiss Pavilion at the Brussels World Fair. It is connected with the quartz clock—on the 
left. This incredibly accurate time machine is controlled by an atomic clock, which is acti- 
vated by vibrations of ammonia molecules. In between, one of the three murals of the 
history of time, by the great Swiss artist, Hans Erni. (See offer of free booklet, on next page.) 


For millions of visitors to see: the most modern of jeweled-lever watches, 
products of centuries of Swiss science and skill. They bear out the three 
themes of the Watchmaking Exhibit — Universality, History and Science. 


EWELERS' CIRCULAR-KEYSTONE, UNE 7958 














Mi iP I$ THE GREAT ATTRACTION! 


At Brussels, the story is that jewelers will have their place in the scheme of 








things as long as man measures time. For nothing concerns man more than 
time itself. That is why millions of people from all over the world are attracted 
to the Watchmaking Exhibit of the Swiss Pavilion at the Brussels World Fair. 
To see the results of four hundred years of creative Swiss craftsmanship. The 
Universal Clock that keeps time to the frequency of ammonia molecules. The 
smallest jeweled-lever watches in the world, the thinnest, the most complex. 
The jeweled-lever fashions that show the very face of the future. As time goes 
on, men will come to an ever greater need for fine jeweled-lever watches— 


and for the jewelers who keep them on time. 


Brussels, Belgium—night view of Swiss Pavilion, Horological Exhibit on the left 








Write for souvenir booklet, representing and explaining Hans Ernis three great murals 
on the conquest of time, commissioned for the Swiss Pavilion. Request free copy from 
The Watchmakers of Switzerland, c/o Suite 1105, 730 Fifth Ave., New York 19, N. Y. 





FOR THE 11TH YEAR, FEATURING THE SLOGAN: 
“For the gifts you'll give with pride, let your jeweler be your guide.” 
fine 
2 THE WATCHMAKERS OF SWITZ_RLAND— THE FEDERATION OF MAKERS OF Seur If, a-Le Ler 
Swiss Hatches 





“av 
Man yer’ 
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feature i 
FREE inca 


incabloc Corporation . i 
: ene bh ae 


bloc $4 


incablo 











icnnnsiieiininilaMiM ES 
Selected and Serviced hy Leading Wholesalers 
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Remembrance Bracelets THE MONTH 


in a wide variety of chain designs e An inspiration to win her favor. Graceful curves and luxurious 


Available in Sterling Silver ye - leather lift this fashion-fresh watch accessory from the common- 
1/20-12 K.G.F.° 10K and 14K gy Ais ; place. In 1/20-10K Gold Filled tops or Stainless Steel. Available 


in black, brown and tan genuine reptile. 
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_ ' 
SAN a ad 


Catalog No. 210 
Ask your wholesaler to show you our complete line. 


WATCHBANDS INC. 


NEW YORK CHICAGO LOS ANGELES | NORTH ATTLEBORO, MASSACHUSETTS 


| 
AUTOMATIC CHAIN COMPANY | 


PROVIDENCE ®@ RHODE ISLAND 





Our low = Boa J... 
Catalog... ¢ : k. 4 ony 3 PAS | ROSARY 


A complete line of stock [i ; hy cor" 
jewelry boxes. Over 80 ex- [ee el er of the 
amples of superior Mason ves . fe “he 
design. Available to retail 
jewelers through your 
wholesaler. 
Manufacturers and 
wholesalers: A note on 
yourcompanyletterhead /ae 
today will bring your [ae 
copy of this new cata- me The ie 7 
) log and price list by 
) return mail. e MASon 


a Bo, R300 Rosary 413 $8.25 
ee Company, Crystal rosary, with silver 
TH ON sox Co. mesh carrying case. 


523 MT. HOPE STREET, ATTLEBORO FALLS, MASS. 












Taelet-wecleleme atti ie 


EMBLEMATIC RINGS 


Eastern Star with 5 spinels, 10 K 
gold and synthetic stone points. 


No. R850 
$36.00 each Keystone 


Rainbow Girls, beautifully en- 
ameled, 10 K gold. 


| NEW DESIGNS 


LaMode jewelry, nationally 
advertised in LIFE maga- 
zine. See your wholesaler 


RIPLEY & GOWEN CO., Inc. | about the new designs now 
Attleboro, Massachusetts available, 


$14.25 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 















sensational 
new setting” 





q......C OMPARE......) 


Same size center diamond 
in both rings. 








ACTUAL 
PHOTOGRAPH 










: e: Which... would —— Ris. 
Baguette or emerald cut you buy? Diamond in Emerald-Fire 
Ww diamond in Baguette 
rol ordinary setting Gem-on-Gem setting 













P'™ THE SECRET — 4 baguette dia- 
Pam partly under a baguette or em- 
Mm tenter diamond add thousands 

a Sperkiing highlights. The effect is 





ARE as 










i Now... the luxury look of an en i 3 wy ralc 

Baguette Gem-on-Gem settings . ; rae 
Contact your authorized FEATU! 7 E | R ID 

‘FEATURE RING GO., ING. 130 













| WORLD’S LARGEST MANUFACTURER OF I r AN D " WEDDING RINGS POR DIAMONDS 
i Rings enlarged to show detail. # Patent applied for. | Gemon-Gem is « Reg. TM, of Feature Ring Co., Inc 
) Sub Shak BARES SA RS = 33 SO RE COLE OG PASS SS RES ge Ra : ; Poa HS , ie eee P 








Diamonds set in gleaming white pal- 
ladium look more brilliant...more im- 
portant. Retail prices start at $150. 
Sold through your wholesaler. [ 


, 
}) 
, 








Alsan’s new line at popular prices 


Diamonds set in palladium...with 18K gold shanks! 
A combination designed to sell on sight! 


The “Sophisticate” line of bridal ensembles — just 
introduced by Alsan Manufacturing Co., manufac- 
turers of fine ring mountings — offers your custom- 
ers something new...and very worthwhile. With 
extra profit for you! 

This exciting manufacturing achievement puts 
lustrous palladium-18K gold mountings within the 
reach of all your customers. Prices are amazingly 
low ... settings remarkably beautiful. 


24 


Write Alsan, 62 West 47th St., New York, N. Y.., 
for the name of the distributor servicing your area. 


Platinum Metals Division 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


PALLADIUM 


,.a@ precious metal of the platinum group 





JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1958 














r ieee tt tht eee eee 2 oe ee oe ee a a ses een eee ene 








SORE 





how to 
meet 


the on 
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eut-th oat | 
‘ competition | 


(and beat them at théir own gamé) 














(See the 


next O pages 


for your weapons ) 
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Arpeggio Division of 
CROTON WATCH CO., 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Arpeggio watches: 











_* Waeaecaaioe 'S Ceenveratce d.) . a mt 
Dolphin: Men Ss Ww aterproot* 
e.) a § Sone, h. ; , 
)—_. —— 6) ) a.) Steel back case 
Se ea k.) Keystone § 1390 Resale $ ] 295 
Name i b.) Gold color case 





Store Name 





Keystone $1590 Resale $}_495 


Address 














een er ee ee Pe ee eee ew ee ee eB eee ee eee eee ee eS 
Swear see SSeS eGeeeeeaenaeeenecaecencunas 


Waterbelle: Ladies’ waterproof* 
c.) Steel back case 
Keystone $]590 Resale $1495 


to give you jg (fiiishiis 
a sharp weapon 
against 

“drugstore jewelers... 


Arpeggio 
gives 

real jewelers 
an exclusive 
on these 
8 fast-selling 
watches! 


d.) Gold color case 
Keystone $] 490 Resale ~~ | (95 


Thineste Square: 
e.) Gold color case 
Keystone $] 390 Resale $] 995 





Clover: 

f.) Red, gold, black, or white bezel 
with matching straps 

Keystone $]390 Resale $] 95 





Model H: 


g.) Gold color case 
Keystone §$ | 790 Resale $ 1 695 








Thineste Round: 


h.) Gold color case 
Keystone $]390 Resale $] 95 






Automatic: 

Self-winding waterproof* 

i.) Steel back case 
Keystone $*) ] 90 Resale $} 
}-) Gold color case 
Keystone 3°) 390 Resale $ | Q)95 


Pendant B: 


k.) Combination 

Gold & Black color case 
with gold color bracelet 
Keystone $ ] 790 

Resale $] 695 





*prot ticle d case “nop ned. erysiat intact 











Sussex Division of 
CROTON WATCH CO., 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Sussex w 


a.) b.) c.) d.) 


atches: 





f.) Display boxes 60c each 


e.) 








Name 





Store Name 








Address 





to give you 
a sharp weapon 
against 
“cigar store 
jewelers’... 





you these 





4 waterproofs 


at the 
lowest 





prices ever! 


Sussex sells 


[SAAR Renn men ae al 










Resistal : 

a.) Chrome plated top 

Cost 990 25 pieces or more $Q90 ea. 
b.) All steel case 

Cost $](990 25 pieces or more $Q90 ea. 


Amazon: 
c.) Chrome plated top 
Cost $1430 25 pieces or more $] 990 ea. 


Watermatic: 

d.) Chrome plated top, self-wind 

Cost $]330 25 pieces or more $ ] 930 ea. 
e.) Gold color case, self-wind 

Cost $1430 25 pieces or more $] 330 ea. 





Resistal: 


f.) Gold color case 
Cost $1()90 25 pieces or more $Q90 ea. 


All watches guaranteed waterproof* with 17-jewel 
lever movement, guaranteed unbreakable balance 
staff and mainspring, radium dial, sweep second 
hand, shock resistant. Set your own price on them! 


*provided case unopened, crystal intact 


3 
Neen 





to give you a sharp 


weapon against 


“bargain basement 


jewelers”. se 


Croton 





buys you 

can sell at 
your 
own price! 








offers 6 special 





























CROTON WATCH CoO., 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Croton watches: 








a.) b.) c.) 

d.) e.) f.) 
STATE COLOR 

Name 





Store Name 








City Zone State 








Sword: 


Seeeceueanneeeeneeenecenaesanaeeasaceald 


a.) 10K rolled gold plate top,.steel back 


Cost $ 1990 


Abbye: 
b.) Waterproof* all yellow gold filled 
Cost $94.90 


Excalibur: 


c.) W aterproof* LOK rolled gold 
plate top, steel back 
Cost $ 1.990 


Femina /508: 

d.) 10K rolled gold plate top, 
white or yellow, steel back 
Cost $1 4,90 


Diana: 

e.) Automatic self-wind, 
waterproof,* steel back 
Cost $9590 


Viscount: 
f.) Automatic self-wind, waterproof, * 
all stainless steel 


Cost $9.4,90 


The above watches are 17-jewel with guaran- 
teed unbreakable balance staff and mainspring. 


“provided case unopened, crystal intact 
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CROTON WATCH CO., 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Antarctic watches: 

















a.) b.) c.) 
d.) e.) f.) 
Name 





Store Name 


Address 








































Antarctic’: The original watch 
that went to the Antarctic 


a.) all steel case 

Keystone $5,780 Resale $6950 
b.) Rolled gold plate case 
Keystone $6,180 Resale $7950 


to give you 

a sharp weapon 
against 
“fly-by-night 


jewelers: i 


Nivada 


Grenchen 
gives 

you a famous 
line with 

a great 
guarantee! 


Penguin: Small version 

of the Antarctic 

c.) All steel case 

Keystone $5780 Resale $6950 





Antarctica: Ladies’ version 

of this famous watch 

d.) All steel case 

Keystone $5,780 Resale $6950 


Antarctic II: Thin streamline version 
of the Antarctic 
e.) All steel case with hidden crown 


Keystone $5,780 Resale $6950 


Antarctic Date: 

Shows day of the week 

f.) All steel case 

Keystone $6780 Resale $75 


fi; 


All Antarctic watches have shock-resistant 
17-jewel self-wind movements, are water- 
proof,* have guaranteed unbreakable balance 
staff and mainspring. 


*provided case unopened, crystal intact 








ae a : 





| CROTON WATCH CO., 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Nivada Grenchen 








watches 

a.) b.) c.) d.) 
STATE COLOR 

e.) f.) g.) h.) 
STATECOLOR STATECOLOR 

Name 








Store Name 





Address 





City Zone State 

















to give you 

a sharp weapon 
against 
“L-can-get-it- 
for-you-wholesale 
jewelers... 


Nivada 


Grenchen 
gives you a 
prestige line 
at the 
mark-up you 
need! 
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Cheryl: 
a.) 22 diamonds, 14K gold case 
Keystone $] 3180 Resale $1 5,00 


Intrigue: 

b.) 14K gold case 14K bracelet, 
white or yellow gold 

Keystone $]Q680 Resale $2500 


Sabrina: 


c.) 14K yellow gold case 
Keystone $5980 Resale $6,950 


Streamliner : 

d.) Automatic self-wind, 

all gold filled case 

Keystone $5980 Resale $6950 


Flame: 
e.) 44 diamonds, 14K white gold case 
14K bracelet 

Keystone $4,7980 Resale $7500 


Executive: 
f.) 18K gold case 18K dial, 
white or yellow 


Keystone $9980 Resale $1] 5()00 


Lovely: 

g.) 14K case 14K bracelet, 

white or yellow gold 

Keystone $] 3780 Resale $] 6500 


Alma B: 

h.) 26 diamond case, 

with 43-diamond bracelet— 

bracelet and case all 14K white gold 


Keystone $4,3680 Resale $5()()00 


All watches on this page have 17-jewel 
shock-resistant movements, guaranteed 
unbreakable balance staff and mainspring. 














SALESMEN |) success story 
WANTED 


in 





To carry our Customized and 


Miracle diamond ring lines KF OUR WORDS: 


and loose diamonds. 


Only experienced oe 

eee to ‘ 

substantial earnings 

need apply. Use 
LIBERAL DRAWINGS IC-K 


THE FOLLOWING TERRITORY 


IS OPEN: W ant A ds” 


WEST VIRGINIA 
SOUTH OHIO qumaneans ; 
INDIANA 
KENTUCKY 
TENNESSEE 








There's a classification for every need: 


® Help Wanted @ Side Lines @ For Sale 
All inquiries will be held in 


strictest confidence 


SHIMAN BROS.- 
COLONIAL INC. Write: JC-K Want-Ads 


304 EAST 45th STREET Chestnut and 56th Sts. 


NEW YORK, N. Y. 
Philadelphia 39, Pa. 


®@ Situations Wanted @ Business Oppor- 


tunities @ Watch Work and Repairs 





PHONE: MUrrayhill 6-4820 
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Coffee Pot 6 Cup. Rose and Viole et 


Min. 4 pes.... 


Bud Vase Rose ‘and Violet Min. 


” Tier Tid Bit. Rose and Vi 
Min. 4 pes 


Compote. Ross and Violet. Min. 1] 
and Violet. 
noth ncccaininailiaacnsitgiglaniiien doz. sets 9.00 fs 


Sugar and Creamer. Ross 
Min. 6 sefs.... 


All imports are shipped: 
F.0.B. Geo. Zoltan Lefton Co. 
Chicago Warehouse or 
F.0.B. Lefton-Pacific Inc., 


Los Angeles Warehouse 


G03. pes. wr Min. 6 


..doz. pes. 24.00 665 
PC 


J oe 


CHINTZ 
TABLEWARE 


911—6 Cup Tea Pot. Rose and Violet. 


661—-Sugar and Creamer. 
Min. 6 


663—Sugar and Creamer. 


Oe. Ptiiciscnssndiveuenets 


-Salt and Pepper. Rose and Violet. Min. 
662—Tea c/s. Rose and Violet. 


ROA ERE AA doz. pes. 15.00 
Rose and Violet 


doz. pr. 12.00 
1 dos....... 3.60 
ig ER 6.60 


Rose and Violet. 
FEE TEE Ne RE IRD ae LO 6.60 


666—Nested Ash Trays. Rose and Violet. 


Min. 1 doz. sets......... 


COAST-TO-COAST REPRESENTATION 
SHOWROOMS: 


CHICAGO—Merchandise Mart, 1555 
NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Merchandise Mart, 109 
MiAMI—46 SE Eighth St. 

LONG LAKE, MINN.—Route 12 


sieiaieheeauipeicnitcapesiessetipennpiaieatiiiid 6.60 


GEO. ZOLTAN 


3622 S. MORGAN STREET 
CHICAGO 9, ILL. 


—9” Plate. Rose and Violet. Min. 1 doz................. 


Cigarette Set. Rose and Violet. Min. 1 doz. sets 
Egg Cup. Rose and Violet. Min. 1 doz................... 
Tid Bit. Rose and Violet. Min. 1 doz.................. 


7” Plate. Rose and Violet. Min. 1 doz................... 
Tea c/s. Rose and Violet. Min. 1 doz.................... 
Ash Tray, Rose and Violet. Min. 1 doz.............. 
Smack Set. Violet. Mim. 1 GOB. .cccccoccccccocccccccscccccsss 
ES ee 
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LEFTON CO., Imports 


FOR 11 WESTERN STATES 


LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
LOS ANGELES, CALIF. 





Ballou Pearl Pendant Mountings and Posts 


No. 5 PEARL PENDANT No. 54 PEARL PENDANT 
MOUNTING MOUNTING 


No. 5 PEARL POST 
WITH No. 250 CLUTCH BACK 





Give that Extra Quality to Pearl Jewelry! 


Whether you call them pearl ends, screw eyes, or pendant 
mountings, Ballou all-gold pearl findings really add quality to 
pearl jewelry. 
SOLD TO THE MANUFACTURER 
Pearl pendant jewelry is still a best seller and your own ex- 
perience will tell you that Ballou standards are unexcelled. It 


pays to start right with Ballou findings. 





When ordering please specify number and quality. 





“° °e B. A. BALLOU - co. INC. FINDINGS 
O/) th \ 61 Peck Street * Providence 2, R. I. ie Ccieleiien oi ed cietien 
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All through Fall to Christmas 


consistent national advertising pre-sells 


KOMFIT WATCH BANDS 
and FORSTNER JEWELRY 


to millions in 6 leading magazines... 
plus American Weekly’s Sunday Newspaper Magazines 
covering 31 major market areas coast-to-coast! 
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Forstner gives you everything you need for successful selling! 
Bigger-than-ever national advertising! Classic, ever-popular styling! 
An unparalleled reputation for quality and workmanship! Beautiful 










creations in Forstner jewelry that every woman wants! And Komfit, JEWELRY’S NAME FOR QUALITY 















the aristocrat of watch bands...distinguished for its exclusive 






design that attracts customers and makes higher profit sales easier FORSTNER, INC., IRVINGTON 11, NEW JERSEY 
, 1a ; ; an: Showrooms: 320 Fifth Avenue, New York 1, N. Y. 
for you. Striking new displays that increase store traffic. Feature a0 E. Madioon Stacet, Chicago 2, Il). 






Forstner—and you feature the finest! Forstner (Canada) Ltd., Sherbrooke, Quebec 
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You 0 soll mow « _ They're New... They're 
g iKt items with : all | 


“Quick Service’ Monogramming 





Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 
Leather Goods 
“Sun Valley” contour case in soft leather 
with new three-lens turret 8 mm electric-eye 
movie camera. Room for camera and a 
3 ae Ls | woman’s personal accessories. From Bell & 
. (= % : | Howell, 7100 McCormick Rd., Chicago. 


| a 


Write for “See Me 


details a 
—_ 
1J-68 , Es “i 


You can RENT a Kingsley 
Machine for only 21¢ a day! 


K N G S q FY M AC + N ES P Two of the new “Add-A-Link” watch brace- 

| lets, making a total of 23 designs. In white 
850 Cahuenga Boulevard, Hollywood 38, California | or yellow gold. Illustrated brochure and pic- 
ture-frame display available. Kaspar & Esh, 


126 W. 46th St., New York. 








Genuine imported scarab tie-tac in 1/20 12K 
gold-filled setting with chain and bar. One 
dozen with assorted stones on display card for 
$42 or (larger size) $48 keystone. From Ad- 
mark, 714 Sansom St., Philadelphia. 


to Goldstein-Gerson Customers — the Continuity 
Series of mat ads. These ads are specially de- 
signed to give your store continuous identity 
and stature. They will help you make extra sales! 


Write for these small, powerful selling ads today. 


Li NM God stein G ee Extra-thin 17-jewel man’s watch in stainless 
Vhs TW wude Bd Wishblactd steel for $105; in 18K gold for $195; in white 
gold for $195. From American Lip Corp., 610 


WEST 46th ST. © NEW YORK 36. N._ Y Rockefeller Plaza, New York. 
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Yours to Profit By 





WAS 2 & 
> Cree 


Longines’ “All-Proof” man’s watch is ultra 
fiat and has recessed crown. Faceted figures 
give easy legibility. Luminous night-reading 
markers on hands and numerals. Strap model 
in gold-filled case retails for $89.50. 





Deluxe hair dryer with swivel head and 
temperature-control dial. In yellow and white 
enamel with green base. For $14.95. From 
Handy-Hannah Products Corp., Whitman, 
Mass., subsidiary of Landers, Frary & Clark. 








Heavy-gauge sterling monogram jewelry. 
Pieces individually cut out, hammered and 
formed. Two letters free; additional letters 
$1 each. Pieces $9.95 to $16.50. Orb Originals, 
516 N. Third St., New Hyde Park, N. Y. 





(more They’re New starts on page 79) 
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TONE TAPERED , " 


started from a NORDT RING BLANK 


Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT's exceptionally high quality . . . in new 

tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 

on NORDT’s ductile seamless wedding bands . 
and best of all, NORDT works with you on price 
and service to make your profit high. 


Call on NORDT for the greatest variety of 
traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 
karat quality. 


| NORDT Baa 


— 


JOHN 

















CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
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the challenges of this 












— 


ONLY LEGITIMATE JEWELERS CAN HAVE 





THE PROTECTION ARTCARVED ASSURES PLUS 





ALL THESE SALES-BUILDING GUARANTEES 


4 Consumer confidence and respect 5 A unique customer “magnet” 
s unequaled by any other dia- . in Artcarved’s nationwide Per- 
mond ring company and based on manent Value Plan. It gives the most 
Artcarved 's 108-year reputation for convincing proof of diamond value 
quality and honest value. ever offered to the public, clinches 

sales faster, ends “shopping around” 


2 Consumer desire and interest and “appraisal” complaints. 


= stimulated and maintained by 

the most striking and attractive cam- 
paign of national advertising in such 6 Unequaled customer satisfac- 
s tion use of Artcarved’'s high- 





SEVENTEEN, GLAMOUR, PHOTOPLAY;, ly personalized service—from luxury 

BRIDE 'S MAGAZINE, MODERN BRIDE. ring box and written guarantee of 

diamond quality to re gistration and 

3 Protection against “discount- personal acknowledgment of every 
= house” competition. No Art- Artcarved diamond purchase. 


carved rings ever have been or ever 
will be supplied to discounters. 
7 A steady flow of diamond sales 





4 Unsurpassed diamond and wed- s “leads” are produced by Art- 
s ding ring quality assured . - - carved’ s extensive national advertis- 
skilled Artcarved craftsmen have ing and then are relayed promptly 
been acclaimed for highest stand- to the nearest franchised Artcarved 
ards in the industry for 108 years. jeweler for follow-uPp- 
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A RESTATEMENT OF A POLICY THAT HAS 


Is there anything that you as a legiti- 
mate retail jeweler can do to keep your 
diamond ring and wedding ring busi- 
ness alive and prospering in what has 
been aptly termed this “‘Age of Chis- 
elry’’*? Is there no other choice but to 
join the never-ending rat race down- 
ward—in price, in quality and in ethi- 
cal standards? 


To you who are in this dilemma, the 
makers of Artcarved rings offer a 
powerful alternative. It’s a program 
that guarantees you protection 
against cut-price competition under 
the Artcarved “protected-distribu- 
tion” policy. This policy has been 
strictly observed—not just for five 
years or ten years, but for the en- 
tire 108-year history of J. R. Wood 
& Sons, Inc. 








BEEN VIGOROUSLY ENFORCED FOR 108 YEARS 


We ask you to consider carefully the 
advantages that you would enjoy as a 
franchised Artcarved jeweler. Weigh 
them honestly in your mind. Compare 
them with the selling “‘weapons’’ you 
are now working with. Then make your 
own choice between fighting alone in a 
hair-pulling, price-cutting competitive 
battle versus joining the nationwide 
Artcarved network in a profitable, pres- 
tige-building campaign. Artcarved will 
set you head and shoulders above this 
price-cutting dogfight, assure you of 
profits and help you grow and prosper 
in the coming bridal-market boom! 


The choice is yours to make now! 
For further information on available 
Artcarved franchises, write J. R. Wood 
& Sons, Inc., 216 East 45th Street, 
New York 17, N. Y. 


*The age of the glorified discount and drastic markdown, as defined by Beacon Plastics, Newton, Mass. 


J.R. WOOD & SONS, INC. 





216 East 45th Street, New York, New York « NEW YORK + LONDON + AMSTERDAM + ANTWERP 
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franchise helps you meet 
‘AGE OF CHISELRY’” 


COPR. 1958, J. R. WOOD & SONS, INC. 
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K The power to command admiration and esteem: veputation or 
distinction based on brilliance of achtevement, character, renown. 


A UNIQUE ATTRIBUTE OF 


PRESTIGE—the highest among the finest watches of the world—gives a Longines 
a value far beyond its price. It is a distinguished possession. There is deep-down 
satisfaction in being able to say, “Here, on my wrist, is the world’s most honored 
watch.” @ Continuous prestige-building advertising, on a scale larger than for 
all watches of finest quality combined, has created a vast pool of future Longines 
watch owners. Some will come into your store this month, next month, and dur- 
ing the months ahead. ( Few watch buyers show their hand. But you must know 
what's in their minds. With so very many, a Longines is the watch they would 
love to own. Look at it this way. Selling a $25 watch to a customer who could 
have been sold a $100 watch is tossing profit and customer satisfaction out the 
window. The key to the future of the retail jeweler lies in emphasis on quality. 
Among watches, highest prestige and finest quality are exemplified by Longines. 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER , 


NEW YORK MONTREAL GENEVA 
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Port: POOH FROM PouGH substan- 
tiated: Way back when—in De- 
cember, to be precise—JC-K doubted 
the predictions of some A.E.C. scien- 
tists that underground atomic blasts 
would create gem minerals. 

Our doubts, based on a blast from 
our erudite gemmological specialist 
Dr. Fred Pough, have now been sub- 
stantiated by the A.E.C. Its tech- 
nicians back out on little cat feet, stat- 
ing merely that “the conjectured phe- 
nomena did not materialize.” 

Seems that in the cave where the 
blast took place nothing more roman- 
tic in the mineral department was dis- 
closed than a mass of glasslike sub- 
stance. 


QO FF-COLOR sTORY— but harmoni- 

ous: “What color eggs is a lady 
dove supposed to lay?” we asked our 
friend in Hardware Age. 

“Who the heck cares,” he rejoined 
brightly, “except the gentleman 
dove?” (Oh well, we should have 
known better than to ask him.) 

On further investigation we found 
that doves lay white eggs, and that’s 
what makes the Tiffany dove so re- 
markable. 

Tiffany’s sparked themselves up for 
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SPEAKING OF THE JEWELRY TRADE 


Spring by displaying a dinner table 
set with the finest in sterling, china 
and crystal. Pale pink was the color 
motif, and in the center of the table 
stood a pale pink bird cage contain- 
ing this extraordinary dove. 
Impressed, no doubt, by the splen- 
dor of her surroundings, the esthetic 
creature showed her appreciation by 





laying two pale pink eggs. (Query: 
Did she do it for a lark?) 

Mr. Churchill, of the diamond de- 
partment, said: “Pink or white, those 
eggs are 128 carats apiece.” 


pee GOLD a la Laundromat: 
When gold-filled spectacle frames 
are machined at Bausch & Lomb 
Optical Co., minute chips of gold 
spin off. 

For years these chips were caught 
in cloths placed under the milling and 
drilling machines. Barrels with the 
bottoms covered with sawdust filtered 


the wash water and the gold settled 
into the sawdust. The sawdust was 
then dried and put into a furnace 
where it burned away, leaving the 
gold. 

All this involved too many opera- 
tions and took up too much room in 
the factory. But Bausch & Lomb 
officials had seen one of the Westing- 
house “sand test’ TV commercials. 
Two cups of dirty sand were added 
to a load of clothes in the Laundro- 
mat. The sand was washed out of the 
clothes, and when the water was 
drained off, the sand was trapped in 
a mason jar. 

“If it washes out every grain of 
sand and traps it, why not gold?” the 
B. & L. men asked. 

Westinghouse set up a unit experi- 
mentally in the firm’s plant. It worked 
perfectly. Today the $300 Laundro- 
mat is helping Bausch & Lomb re- 
claim upwards of $400,000 worth of 


gold annually. 


66 Ap Ne To MissiLe” exhibit: More 
than $1 million worth of dia- 
monds, grouped in all categories of 
quality and application, were exhib- 
ited May 1 to 8. 

The exhibit was the Industrial Dia- 
mond Association’s contribution to 
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... Which requires constant effort to maintain 


the highest standard of excellence. The wholesaler —— — 
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who sells Tessler & Weiss mountings provides 





extra quality—extra sales at the jewelry counter. ————— 


Fessler Uiss, Suc. \»\ 


PFSIV eux Hall Read. Union, Nf 
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the Tool Show, sponsored by the 
American Society of Tool Engineers, 
at Convention Hall in Philadelphia. 


The purpose of the exhibit being to 
inform the engineering public of the 
part the diamond plays in industry 
and defense, not only were the dia- 
monds themselves shown but many 
end products to the fabrication of 
which diamonds have contributed. 
Among these were a Rolls Royce jet 
turbo engine, a Buick dynaflow trans- 
mission, and the nose cone of the 
Navy's Vanguard rocket which re- 
cently put America’s second satellite 
into orbit. 

This cone was built in two halves 
which had to be fitted together per- 
fectly to present a smooth configura- 
tion in flight. Diamond wheels were 
used for the precision-grinding job. 


RECISER AND PRECISER: “Now he 
gene time even to the utmost 
grain,” said the Bard of Harry the 
Fifth before the battle of Agincourt. 


So that was your ultimate in sub- 
dividing time, Master Shakespeare— 
the last crumb of sand in the hour- 
glass! Ha! 

We've got a gadget that can mea- 
sure time to within 300 billionths of 
a second. What do you think of that? 
Moreover, it can detect an error of 
one hundredth of an inch in a line 
5000 miles long. It’s an oscillator or 
quartz clock and it will be used at the 
U. S. Army Signal Engineering Lab- 


oratories at Fort Monmouth, N. J. 


You see, you fellows could write 
tolerably well, Master 5S, but you 
didn’t have the real sport we have. 
You didn’t track satellites and detect 
inbound enemy missiles. Nah! 


fe VOLTAIRE WATCH: That 18th- 
century snapper at the heels of 
sham and cant . . . the Philip Wylie 
of the French Revolution . . . the 
dramatist, philosopher, atheist and wit, 
Francois Marie Arouet de Voltaire— 
made watches. 

En effet, the great little man, not 
content with $100,000 a year from his 
writings, established a watch factory 
near his home in Ferney, Switzerland. 
They were fine watches, too, and Vol- 
taire sold 4000 of them a year for 
more than 14 million francs. 

One of his customers was Cath- 
erine II of Russia, who had a finger 
in every European pie. She bought 
1000 rubles’ worth of them. 


bh aetalana JEWELER—for part of 
the time anyway. 

Lester Tausz, owner of Lester’s 
Jewelry, was one of a group of mer- 
chants along Miracle Mile in Phoenix, 
Ariz., who participated in a no-sleep 
sales marathon. The purpose was to 
kick off with big sales, beginning 
Monday at 9 A.M. 

Owners and managers of five stores 
were to get no sleep until the marathon 
ended. Moreover they were not to 
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"Let's not get sickening!" 
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shave or bathe (they must have been 
purty). To see that there was no 
cheating, a patrolman accompanied 
them to a nearby restaurant—for they 
did have to eat! 

They spent $1900 for radio, TV and 
newspaper advertising, but they reaped 
thousands of dollars in good will, at- 





tracting customers never seen before. 
They also made personal appearances. 

Tausz, who employed two extra 
clerks “for the duration,” put on some 
night “specials.” He offered a 30 per 
cent discount on all items sold be- 
tween 2 and 4 A.M. and 50 per cent 
off on all sales between 4 and 7 A.M. 
The store was constantly filled with 
customers who were served coffee and 
doughnuts. 

The marathon was won by the 
owner of a shoe store who stayed 
awake till 7 A.M. Thursday. Tausz 
had caved in eight hours before. “But 
I had a head start,” he said. “Friends 
were visiting us and | stayed up the 
night before playing gin rummy and 
I was bushed before I| started. Then 
Sunday morning I hauled my kid’s pa- 
per route.” 


pene FORMULA (as printed in the 
Los Angeles Times). 

“Scientific” description of women is 
making the rounds of college campuses. 
Describes them through the eyes of a 
chemistry major: “Symbol WO. Ac- 
cepted Atomic Weight: 120 pounds. 
Physical Properties: Boils at nothing 
and freezes at any minute; melts when 
properly treated; very bitter if not well 
used. Occurrence: Found wherever 
man exists; seldom in a free state. 
Chemical Properties: Very active. 
Possesses great affinity for gold, silver, 
platinum and precious stones. Violent 
reactions when left alone. Able to 
absorb great amounts of expensive food 
matter. Turns green when placed be- 
side a better-looking specimen. Ages 
rapidly. Uses: Highly ornamental; 
useful as a tonic in acceleration of low 
spirits and an equalizer of the dis- 
tribution of wealth. Probably the most 
powerful income-reducing agent known. 
Caution: Highly explosive in inexperi- 
enced hands.” 
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how we sell quality china 


This small town jewelry store owner tells his 
formula for building, from scratch, a 


9-11 turn in his china department 


OR AC Ma Aine SB aan me ee 








Hitting it hard! When 
pushing china, Peter’s fills 
one or both windows with it—and 


finds other items don’t suffer at all. 
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Bein Se 


by Stanley M. Freedman (right) 


® DISCOUNT HOUSES were the reason Peter’s took 
on china in 1953. We needed something to make 
up for the lines we had dropped because of our 
unwillingness—or inability—to compete. 

Now we know that step was one of the wisest 
we ever took. Today our chinaware department 
has between 9 and 11 stock turns a year. Sounds 
high, but we do it. 

In 1953, though, we faced real problems. Our 
town—Bound Brook, N. J.—is small. a square 
mile of 8,800 people. To make a success of selling 
quality china, we needed to identify ourselves in 
the area as the china agent “with whom you'd 
most want to deal.” 

We immediately discarded the too-pat formula 
on which stores of our type are likely to lean, 
which is: a national manufacturer’s heavy ad- 
vertising creates acceptance of a product and 
desire to own. The retailer then inventories the 
product and shows the customer how easily he 
can possess it, notably through installment pro- 
grams. 


Desire to serve a “must” 


This formula certainly has a part in the sales 
and merchandising picture. But, for retailers to 
live by it exclusively is a fallacy—a trap that too 
many of us have been caught in for years. It 
breeds innocuous business; a race of retailing 
eunuchs. 
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In introducing our china lines, therefore, we 
used aggressive selling and vigorous promotion. 

The first plank in our china-campaign was sin- 
cerity, what I call “retailing morality.” It was 
a plank we didn’t have to nail in for the occasion 
because it was already there. 

I don’t want to give the impression of being 
smug or sanctimonious. But I have found that, 
in retailing, you must have a genuine desire to 
serve. This ethical base—we use it as common 
denominator for all of our decisions—immediately 
precludes the use of phony gimmicks, half truths 
and that frightening present-day mutation of 
the land-boom era—the pressure salesman. 

Add to “retailing morality” a strong desire to 
make money, and you have the stepping-off point 
of how we sell china. 

But those two things alone can’t do the trick. 
At the outset, our biggest problem was how to get 
the public to associate us with china. 

Aggressive advertising is, of course, the most 
logical way to get started. But the only news- 
paper in our town is a weekly, so we had to rely 
chiefly on direct mail and window display, both 
of which served us well. 

The window display—so-called silent salesman 
of the jewelry industry—did a mammoth job for 
chinaware. But, first, I had to purge my mind 
of the jeweler’s conviction that his window must 
contain diamonds, watches, stone rings, silver, 
etc.—the non-ending lines in which he typically 
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HOW WE SELL QUALITY CHINA (continued) 





does 50 percent or more of his regular busi- 
ness. 

If you operate on that conviction, why not visit 
us sometime when we are promoting special cate- 
gories such as china? You'll get a real shock! 

We take every item out of our two big windows 
and mass china in them as attractively as we can. 
That first year, we kept it there for several weeks, 
pulled it for a short time, and then hit it again. 

Did sales in other categories drop? Absolutely 
not! I am firmly convinced that the public knows 
we (and other jewelers) have diamonds, watches, 
and so forth. The fact that these are not displayed 
temporarily in no way stops their sale. 

Our next publicity success was an exhibit that 
warranted area-wide interest. We borrowed the 
Lenox Command Performance exhibit, a collec- 
tion of distinctive china owned by Presidents, 
statesmen and famous people throughout the 
world. We used both of our windows for this dis- 
play, plus an interior section of the store. Via 
direct mail and newspaper announcements (the 
exhibit made news) we invited the public to stop 
by and see. 


Exhibit draws “guests” 


When people came in, we welcomed them cor- 
dially—but did not try to sell or to do anything 
that even suggested selling. We treated these 
people as guests in our home; and nice people 
don’t try to capitalize on visitors. 

I think this restraint paid off. For instance, 
the principals and teachers in our school system, 
who were special guests, found the exhibit so im- 
pressive that they made arrangements for school- 
sponsored visits of students accompanied by their 
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Nothing but china! Peter’s launched their china-selling 
campaign, six years ago, by featuring, in both display 


windows, this Command Performance collection 


of china owned by presidents and other notables. 


teachers. The youngsters came in groups of 15; 
and we gave each group a five-minute talk, scaled 
to their particular level, about the collection and 
china in general. I frankly gloat when some of 
those same youngsters register with us in our 
bridal book today—and ask for china they saw 
five years ago. Naturally the kids told their par- 
ents about their experience at Peter’s—and that 
certainly didn’t hurt our prestige. (Whenever we 
repeat this exhibit, or have any other of educa- 
tional interest, we invite schools to send in their 
classes. ) 


Soft selling in speeches 


Then, I took up public speaking, a form of pro- 
motion that I am still pursuing vigorously. I 
pestered manufacturers for help, and was able 
to put together a palatable talk entitled: “The 
Romance of American China.” Essentially it is a 
history, spiced with anecdotes about some of the 
founders of the china industry. Indirectly, though, 
it plants in the minds of listeners a desire to buy 
china in our store. 

That first year, I made an appointment with 
the program director of the Fifth District 
Women’s Club— it’s a fairly large district—and 
I took my little talk along. 

Those of you who have wives in such organiza- 
tions know that a District Woman’s Club program 
director is a benevolent little intellectual despot 
who is in a position to influence the thinking of 
many, many women. I was candid with her. In 
essence, I told her: “Have talk; will travel.” 

She gave me and my talk her blessing; and 


quite soon I was launched on a series of lectures 
(please turn to page 106) 
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Some people thought 


this store was 


‘too high class’ 


So McCoy’s ran a series of clever ads to reassure 


folks who were “afraid to come in”’ 


a ee 
oe aa . eo 


® McCOY’S JEWELRY STORE in Carlsbad, N. M., 
wanted to reach people in town who might hesi- 
tate to come in because they thought the store 
was too “high class.” 

Some different kind of advertising approach, 
Howard McCoy thought, might break down the 
reluctance that some people have for the so- 
called cash jeweler. 

There was another reason for something dif- 
ferent: Most jewelry store ads, McCoy believed, 
look so much alike it’s hard to tell who is doing 
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McCoy’s did not choose to compece 
with promotions against other 
stores in town. Did that policy lead 
some folks to think it was aloof and 
“high hat”? These men produced a 
series of ads to reassure everybody 
that McCoy’s was friendly and 
human. Left to right, Charles 
Hague of the Courier-Argus; Glenn 
McCoy, owner of the store; and 


Howard McCoy, manager. 





the advertising. He wanted to make a refresh- 
ing change that would cause a reader to remem- 
ber his store individually, instead of thinking 
about it as “just another jewelry store.”’ 

In July 1956 he had the chance to try out his 
idea, when the local paper, the Courier-Argus, 
added Charles Hague to its staff. Hague is a 
veteran advertising man, artist and lay-out spe- 
cialist, and it was with his cooperation and help 
that the McCoy series was prepared. One ad was 
run each month for the balance of the year and 
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This feather was plucked 


from an angel who was 
tickled PINK upon receiv- 
ing a gift from... 


(continued from preceding page) 


Mr. McCoy was delighted with the results (see 
pictures). 

“At Christmas time,” he says, “a man came 
into the store and bought two watches. While 
I was wrapping them up, he told me he had 
gotten such a kick out of the ads he had decided 
to buy the watches from us even though he had 
an active account at another jewelry store in 
town.” 

That fall at the New Mexico Press Associa- 
tion convention the series was awarded a cita- 
tion reading “Finest Merchandising Series for 
1956,” and as a result the Courier-Argus ran a 
full-page reprint of the “Kissing” ad at no cost 
to McCoys. 

Again early last year at the Newspaper Ad- 
vertising Executives’ convention in Chicago the 
“Kissing” ad won a citation and was reproduced 
in full color in the Annual Idea and Sales Book, 
distributed to newspapers in the United States 
and Canada. The McCoy ad was the only one 
included in the book that came from a retail 
jewelry store. 

Carlsbad is an industrial and resort (Carlsbad 
Caverns) town of some 25,000 people, and the 
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RESULT 


OF THE GIFT 





Left. Tying in with the annual Community 
Chest campaign, this McCoy ad featured 
the symbolic red feather in brilliant color. 
The text contained just a few words, but 
combined some gentle humor with some 
solid selling. Each ad in the series identi- 
fies McCoy’s as a Registered Jeweler and a 
member of the American Gem Society. 
Howard McCoy won his R.J. certificate in 
1948. 


Right. If one picture is worth a thousand 
words, this says plenty on behalf of McCoy’s 
wedding ring department. Here is no snooty 
institution that caters only to the monied 
society class. The ads appeal to people who 


were born on both sides of the tracks, and 


banish any doubts that this store is “too 


ritzy for the likes of us.” 
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ALL I SAID WAS... 


iT CAME FROM 





Left. This ad, with the kisses printed in 
crimson, won a fistful of prizes. It was the 
only jewelry store advertisement reprinted 
in the “Annual Idea and Sale Book,” a col- 
lection of outstanding ads sent to news- 
papers in the U. S. and Canada. It received 
a citation from the Newspaper Advertising 
Executives Association. Earlier the entire 
campaign won praise from the New Mexico 
Press Association as the “finest merchandis- 


ing series” of the year. 


Right. A clever parody of “Alice in Wonder- 
land,” ticking off a jeweler’s inventory. For 
instance, “Of grandfather’s clock and baby 
spoons, watches that show the lapse of 
moons, birthstone rings and lodge rings, too, 
of carat diamonds ... we havea few. Of 
star sapphires and toby jugs (they’re often 
used as large beer mugs). Of charm brace- 
lets and necklaces gay, even a compass to 
show the way. Amber in which flies are 
trapped . . . for a thousand years they’ve 


9? 


been taking a nap.... 
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“The time has come,” the 
walrus said... 
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Courier-Argus has a circulation of 8670. The 
McCoy ads, which are seven columns by 19 inches 
(nearly a full page), cost the store about $135 
each. This includes preparation, cuts and space 
cost. He doesn’t neglect regular merchandising 
ads but runs them too, merely using fewer of 
them than formerly in order to hold down the 
overall cost. 

Not the least of the advantages of the ads has 
been the psychological one. ‘“We’ve enjoyed 
working them up,” says Mr. McCoy. “Frankly, 
it has been as entertaining for us in the store 
as for the customers. It has pulled us out of the 
mental rut that storekeepers so easily fall into. 
It has helped us loosen up, open our eyes, relax, 
enjoy life.” 

McCoy is an active doer of many things, in 
and out of the jewelry business. Besides being a 
Registered Jeweler, he is vice president of the 
Kiwanis Club, a director of the Chamber of Com- 
merce, an Officer in his Masonic lodge, and 
teaches the Dale Carnegie leadership course. For 
the latter, few men would seem better quali- 
fied. gaa 
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Thinking about a silverware department? The opportunities are large— 
if you have the right location, enough capital, and follow the advice of 
factory representatives. Inventory control for sterling flatware starts 


with intelligent buying. Here are a few guides for your thinking... 


Illustration 18. Most manufacturers pro- 
vide velvet-covered display pads at 

slight charge. Each pad holds a five- 

or six-piece place setting and tells 

the name of the pattern and the name 

of the maker. Some stores affix a gold 

star to a pattern which has been popular 
for 20 years or more, and a silver star 

to patterns of 10-year standing, 


as a guide to flatware purchasers. 


FOAN O) ARE 
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WHAT'S WHAT 
IN INVENTORY 


® TALK TO 100 JEWELERS who carry silverware, 
china and glassware and 99 of them will tell you 
that inventory control is a discouraging task in 
those departments. This seems to be the feeling 
even when the control systems are of a meagre 
nature. 

The trouble undoubtedly comes from the vast 
number of items that make up even a single pat- 
tern in sterling flatware. When you consider 
that many stores feature the lines of at least six 
of the eight manufacturers who are members of 
the Sterling Silversmiths Guild of America... 
and that each of these makers has from six to 
ten or more active selling patterns ... and that 
each pattern includes up to 39 pieces . . . you be- 
gin to get an idea of the great variety of mer- 
chandise to be inventoried. 

Then there is the wide assortment of articles in 
sterling hollowware. It is true of course, that few 
stores try to stock all of the patterns and their 
multiplicity of items. Nevertheless, the number 
of articles carried in stores that do feature hollow- 
ware puts something of a burden on any inventory 
control system. And there is still more to come: 
We have not yet considered silverplated flatware 
and hollowware, china and glass. 

All of which points up the necessity for estab- 
lishing an inventory control system that is sim- 
ple ... easy to maintain .. . yet efficient and re- 
liable enough to justify the time and effort spent 
on it. 


A $10,000 silver inventory 


As mentioned earlier, among the retail jewelry 
stores in the United States, only 5,500 or so carry 
sterling silver stocks worthy of mention. 

Figures kept by merchants with retail sales 
of $50,000 or more per year who do a good silver 
business, show that this department can be made 
to account for approximately 20 per cent of total 
yearly volume. Thus, a $50,000-per-year store 
can reasonably expect to sell some $10,000 worth 
of silver at retail levels. To simplify calculations, 
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by William Scheibel 





let’s disregard the factor of turnover and stick 
with the $10,000 figure . . . which will be the value 
of our imaginary inventory. 

With silver, the initial sale often starts a chain 
of purchases as the customer adds to the pattern 
originally bought. Thus a department of this kind 
is able to grow and expand if given the promotion 
and attention it merits. 

Many stores’ silver sales break down to about 
60 per cent sterling and 40 per cent plated goods. 
Sterling is further subdivided to approximately 
60 per cent flatware and 40 per cent hollowware. 
Plated sales represent about 45 per cent flatware 
and 55 per cent hollowware. To make this data 
a bit more “transparent,” the figures add up to 
this picture: 

36% Sterling flatware 
24% Sterling hollowware 
22% Plated hollowware 
18% Plated flatware 





100% Silver Business 
If we now translate these percentage figures 
into retail dollars of inventory we arrive at a 
break-down that shows: 


$3600 Sterling flatware 
2400 Plated hollowware 
2200 Plated hollowware 
1800 Plated flatware 





$10000 Silver business 

Naturally, these proportions will vary with lo- 
cation and size of store. And several other factors 
determine the kind and size of stock to be carried. 
One of these, geographical location, will even 
decide whether a store should carry sterling at 
all. In some neighborhoods, the purchasing power 
is limited. In other neighborhoods there is little 
appreciation or desire for this type of merchan- 
dise. A careful study should be made of local 
shopping preferences and purchasing power be- 
fore a silver department is considered. 

Immediate local competition should also be 
carefully weighed. Are nearby department stores, 


furniture stores or so-called discount houses going 
(please turn page) 
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WHAT’S WHAT IN INVENTORY (continued) 


in for high-powered promotions of plated flat- 
ware? Many jewelry stores do a fine job with 
silver of all kinds in spite of next-door outlets 
of this kind. However, these jewelry establish- 
ments have been in existence for a considerable 
number of years and have built up a reputation 
and prestige that surrounds their merchandise 
with a halo of desirability that many people do 
not associate with the same goods featured else- 
where. 


At least 18 patterns 


Available capital and credit dictate the kind 
and extent of silver inventory to be purchased. 
Sterling quickly “runs into real money.” It does 
not require a great deal of merchandise to make 
up a stock of $10,000 at retail levels. 

For instance, an assortment of 18 sterling flat- 
ware patterns, each of which includes at least 
nine basic settings of six pieces, would amount to 
nearly $5,000 on a retail basis. Of these nine 
settings one is needed for display, leaving eight 
settings for stock. This variety of patterns would 
be very close to an essential minimum. 

Many jewelers carry at least four of the im- 
portant sterling lines and feel that they are not 
overstocked when they feature from 30 to even 40 
different patterns. It is not uncommon to find 
65 patterns in some of the large-volume stores. 
And it must be remembered that, in addition to 
the so-called “basic settings,” they must carry a 
back-up stock of the extra items most frequently 
bought with these settings (cold meat forks, gravy 
ladles, sugar spoons and serving spoons). 

In silverware, as in china, there are “tradi- 
tional,” “contemporary” and “modern” styles. To 
serve all tastes and requirements, it is advisable 
to stock the best-selling patterns in each of these 
categories. 

To minimize danger of costly mistakes, the ad- 
vice of the silverware salesmen should be solicited 
and carefully considered. Customers’ preferences 
vary with each community and no one is better 
qualified to advise what kind of goods to stock 
than the salesmen who cover the territory. A con- 
scientious factory representative, eager to serve 
his customers, can be of inestimable help. 

(These comments, of course, are in line with 
what was said in the opening portion of this 
series: “Unless the buying is done with good 
judgment, even the best inventory control pro- 
gram would be of slight help.’’) 

Another category to consider seriously is in- 
fants’ and children’s silverware. For some un- 
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accountable reason many merchants have neg- 
lected this part of the business. The fact that each 
new-born baby has a host of proud relatives and 
friends makes the promotion of such merchandise 
a market worth consideration. And when you 
consider that there were 4,163,000 births in 1956, 
more than 4,254,000 in 1957 ... and an even 
bigger crop due in 1958 . . . you get an idea of 
the size of this market. 


Stocking sterling flatware 


Inventory control of all silverware can be made 
quite simple. A few basic forms are required. 
Those to be suggested incorporate the best fea- 
tures of all that were studied and represent the 
aggregate experience of many successful jewelers. 
We will consider sterling flatware first; how it 
is displayed, stocked and inventory controlled. 

In most stores the basic settings of all patterns 
are displayed on velvet-covered pads, which are 
provided with plastic clamps that securely hold 
the items in place. These pads are arranged in 
showcases. In many establishments all patterns 
from one manufacturer are kept together in the 
same case; in other stores, patterns are grouped 
according to their style or design. Each pad shows 
the name of pattern, the name of the maker and 
the retail price of the basic setting. Some stores 
also indicate the year the pattern was introduced. 

It is customary to display settings that include 
five pieces: teaspoon, knife, fork, salad fork and 
butter-spreader. Sometimes a soup spoon is 
added ; sometimes it is substituted for the spreader 
at a slight additional cost. Most manufacturers 
of sterling supply the display pads or panels at 
a nominal charge. The panels have easels making 
it easy to show merchandise upright, at a low 
angle or flat (see illustration 18). 

Where showcase space is at a premium it is 
possible to obtain a rotating, vertical pattern- 
selector made to stand on the floor or on a low 
platform. This unit can display 50 six-piece pat- 
terns in compact space (see illustration 19). 

In one of America’s best known stores a gold 
star is affixed to the display panel of any pattern 
that has been in vogue for 20 years or more. 
Patterns that have enjoyed a market for ten years 
or more are marked with a silver star. It is 
simple, therefore, for a customer to select a pat- 
tern that is: (a) new in style; (b) in use or in 
vogue ten years or more; or (c) known to have 
enjoyed preference for 20 years or longer. Thus 
the customer is in position to make a selection 
based not only on style and price but on the 
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pattern’s time-tested popularity as well. 


Pad number; drawer number 


To conserve showcase space some stores use 
small display pads on which are shown only three 
pieces of a setting; teaspoon, fork and knife. 
However, the price indicated on the pad is for 
the regular basic five-piece setting. In these stores 
the lower sections of the show cases have a series 
of shallow drawers, each of which displays the 
most frequently purchased items on a pattern. 
Or the lower portions of the wall cases are used 
for the same purpose. Thus, if a customer shows 
interest in the Miramonte pattern, made by XYZ 
Silver Corp., the salesman pulls out the drawer 
in which that pattern is displayed and permits 
the customer to see how each item looks and 
“feels.” Each drawer is numbered and identified 
with pattern name. The corresponding number 
is shown on the setting pad. too. This facilitates 
the job of quickly locating any wanted pattern. 

No silver department is complete unless it has 
at least one small table on which to show how 
a silver setting will look when in use in the home. 
If floor space is limited, a small square bridge- 
table top may be hinged to the side of a wall. 
When desired for demonstration purposes it is 
lifted up and the legs are set in place. 

A plain, delicately-tinted table cloth—without 
sheen or lace trimmings—shows silver, china and 
glassware to the best advantage. If at all pos- 
sible a setting of china and glass should be used 
on the table as a foil for the silverware. In this 
way the customer observes the full beauty of the 
silver which, incidentally, helps to sell itself. 

When a package of silver flatware arrives from 
the factory it goes through the same preliminary 
routine as was followed with a shipment of 
watches. All items are carefully checked off 
against the invoice to ascertain that everything 
billed has been received. The invoice is compared 
with the duplicate copy of the purchase order 
against which the goods were shipped. If every- 
thing checks out correctly the bill is passed 
through for payment and the articles are ready 
to be stocked and written into the inventory 
control. Zag 


Next month: The seventh article in this series, 
describing inventory control in the jewelry store, 
will explain the box-system of stocking sterling 
flatware and a card record of items on hand and 
on order. Also, how to operate the silver section 
of the loose-leaf central control book.—Editor 


Tieaibation 19. Rotating, vertical 
pattern-selectors display up to 50 
different place settings in sterling 
silver flatware. The unit requires 
little space, and can stand either 


on the floor or upon a low platform. 







How do you score these ideas in watch styling? 
Some of them may be produced as... 


Tomorrow's timepieces 


1. Above. Sleekly ultra-modern: An Australian boomerang 
inspired this abstract casing of pebbled gold, ornamented 
with rosewood. All concepts shown at the Basle exhibit 
could be produced to sell within the price range of fine 


jeweled lever watches. 


2. Right. Fragile—but secure: The silver, bubble-shaped 
face of this dainty timepiece is imprisoned in a conical- 
shaped case. The hands are appropriately curved. The band 


is red suede. 


® WHETHER OR NOT YOU APPROVE of radical 
change, you'll admit that there’s pioneering ex- 
citement in these suggested “Timepieces of To- 
morrow” which were exhibited at the recent Basle 
Watch Fair in Switzerland. They introduce 
strange new shapes—and new casings of the most 
unexpected materials. 

When you examine the experimental models 
pictured here, you will see that they are an abrupt 
break from usual ideas of the “shape of the hour.”’ 

In the past, the movement of the watch deter- 
mined its casing; so the movement was housed 
in one of two basic shapes—round or square, or 
certain geometric variations thereof. But the 
Swiss craftsmen who designed these “dream 
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watches” cast convention aside and freed the 
contour of the casing. 

Some will say that the bold new faces are as 
far distant as manned space ships. Others will 
find them as immediate as Sputnik and will see 
in them new spheres of watch selling. 

Whatever your attitude, you’ll need to regard 
these one-of-a-kind models as you do avant garde 
French fashions which augur the future. 

The interest of retail jewelers will help deter- 
mine whether these timepieces will be produced 
commercially. Won’t you give us your reaction? 
Write us a lettervor post-card, indicating, by num- 
ber, which watches you feel you could sell—and 
why. See 
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3. Left. Nautical and nice! Ships—in space 






or on the sea—influenced the flowing design 






of this elliptical casing. The dial is reminis- 






cent of a whip’s wheel and the wristband is 






red suede. by Jerry Gewirtz 






4. Below. Back to nature: An egg-shaped 






green mottled rock is setting for this deli- 






cately styled watch. The stone and watch are 






held to the red suede band by gold clasps 






which look like spider legs. 





pares 
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wag Syceetat 
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Do you like these watches? 
Could you sell them? 

Jot down numbers you like best 
on a postcard; mail to 

JC-K, 56th & Chestnut Sts. 

Philadelphia 39, Pa. 







Right. Flying saucer? Beaten gold gives 






a rich look to this saucer casing—and sug- 







gests the sun, surrounding the astral-type dial 


of the watch. This band, also, is of fashion- 






able, wrist-hugging suede. 







6. Left. Sports model: This waterproof, shock- 


proof timepiece, mounted on a Brazilian rose- 






wood base, has a wristband of nautical hemp 






that closes with a wooden peg. A watch for 






roughing it—in style! 





1S LIKE A STAR ABOVE. 


FD Og 
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NEW...for Your Diamond Window Displays 


DRAMATIC NEW 


DIAMOND 
SHOW PIECE 


a A beautiful stage setting for your diamond engagement rings— other diamond pieces. 


g@ Attracts attention with flashing lights. (Stars in background flash on and off.) 


@ Ties in with national diamond advertising. 


@ Fine quality in design, materials, workmanship. Constructed for long life, frequent use. 


w Offered at cost—$25—in a limited quantity, now. 


This magnificent diamond show piece is com- 
parable to a stage setting for a Broadway hit musical. 
It is designed to dramatize your diamonds, present 
them with an air of beauty, excitement and romance. 
There’s action and attraction in the stars that flash 
in the backdrop. 


It will help you promote your diamonds through 
an appeal to human emotions... help you sell the 
idea that an engagement diamond is more meaningful 
than any other earthly object ...help you identify 
your store as the store where dreams are fulfilled. 


This is a quality display, a luxurious show piece, 
a fitting setting for the precious merchandise it is 
designed to promote. The “floor” is velvet, the back- 
drop strongly constructed, the figurine is nicely 
made, dressed in taffeta and veiling. 


The finest store can be proud to place it in the 
window. And, it’s a “permanent” piece which can 
be used over and over... for your June Bride pro- 
motion ... Christmas... your special gift promo- 
tions... diamond displays at any time of year. 


Over-all dimensions: Depth — 2044”, height — 
1814”, width — 1814”. 


The cost is $25, a small fraction of the cost of 
designing and producing on an individual basis. It’s 
available now, in a limited quantity ...to help you 
promote your diamonds. 


Order through the Diamond Promotion Depart- 
ment, the Reuben H. Donnelley Corp., 230 East 
Sandford Blvd., Mount Vernon, N. Y. Please enclose 


$25, check or money order. 


Tie in with the national diamond promotion ... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 









by Gladys Babson Hannaford 


Between you and the sale of a diamond 


Your Diamond Vocabulary 


® THERE ARE MANY SIMPLE TERMS in the diamond 
vocabulary so common that it is natural to as- 
sume the consumer understands them. This isn’t 
always true, and the misunderstanding of a simple 
word can sometimes kill a sale or make a customer 
less than happy with his purchase. 

The word “imperfect” is not good in selling. 
At best, it is a negative word. As an honest 
jeweler, you want your customer to know what 
he is buying. To some, you can show imperfec- 
tions under magnification as unimportant. The 
reaction can be, “Is that all it is? Who could ever 
see that?” With those, the word “imperfect” has 
left no mark. With others, and there are many 
of them, “imperfect” means something less than 
the best, something second rate. These may not 
buy or, if they do, may never feel quite happy 
about their purchase. 

For most people, the description “tiny inclu- 
sion” is not the same. Something that nature 
“included” in the diamond when she created it 
millions of years ago isn’t somehow as bad as an 
imperfection. “Inclusion” doesn’t seem to say 
“something less than perfect.” 

The phrase “carbon spot” with some jewelers 
has become a catchall. It has no place whatever 
in selling. I saw an infinitesimal included dia- 
mond referred to as a carbon spot. In a sense, this 
was right. The diamond is carbon, the tiny in- 
cluded one as well. But by being technically right, 
you can lose a sale! To a man, carbon is an un- 
happy something that can happen to his car or 
foul up his oil burner. To a woman, it is less well 
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Words like “carbon spots” or 
“imperfections” make buyers 
wince. You can use a softer 


term—‘“tiny inclusions.” 


defined but is something black and dirty. Unless 
the customer brings it up, this is a never-never 
word in diamond selling. 

Did you ever hear someone say, “If you can 
see a hole down in it, you can tell it’s a dia- 
mond”? Don’t laugh. It still happens. With quite 
a number of diamonds coming through without a 
culet, someone can believe his diamond is not a 
diamond. You can even mention this and use it 
as an argument for good cutting since the culet 
facet should be small and not easily seen. 

You’ve probably heard, too, of the young girl 
talking about her engagement diamond who said, 
“The jeweler told me this diamond had 86 points 
and I’ve counted and counted and can’t find that 
many.” There are more like her than you think. 
Many still confuse facets and points. She cer- 
tainly would have been happier if she had known 
that points were weight, that she couldn’t count 
them and she hadn’t been shortchanged on them. 
Since weight affects price, it is something that is 
sure to be mentioned. With a stone such as this, 
a jeweler is not going to say it is over three-quar- 
ters of a carat, because to him it is considerably 
over. If he is honest, he cannot bring himself 
to say it is almost a carat. So he may say, “This 
is an 86-point diamond.” But he ought to say, 
“This weighs 86 points.”’ If there is a questioning 
look, explain that it is 86/100 of a carat and you 
can add, “That isn’t much under a full carat.” 

Just remember that confusion is not a sales 
help. A little caution with terms, a sentence of 
explanation, can make all the difference. Zea 
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Serving the fovelry Industry with 
the Finest tn Diamond Sewelry since 7979 
551 FIFTH AVENUE, NEW YORK 17, N.Y. 
MURRAY HILL 7-0457 
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by Dr. Frederick H. Pough, Gem Consultant to JC-K 


from Q to Z in gem appraisal 


More about how to tell whether a customer is 
serious when he asks you to get a “special’’ gem 
on memo. This instalment, last in a series, covers 


quartz through zircon 


Quartz gems can be specially cut from rough in this 
country. However, lapidary charges are much higher 
here than overseas. 


® CERTAIN REQUESTS FOR STONES lead to nothing 
but trouble and expense. I refer to the “cus- 
tomer”’ who asks you to find him some special 
item that must be just so (top quality, of course!). 

Often he is only a curiosity seeker who has no 
intention of buying; or an ignoramus who has 
no idea how difficult it is to find some stones. 
Over-zealous jewelers sometimes misinterpret 
such requests as urgent orders. 

Before you rush off a memo to your wholesaler, 
make sure that the customer really knows what 
he wants—and that he’s able to pay what it costs. 
If in doubt, ask for a deposit. 

If the request turns out to be a serious one and 
you don’t find the stone covered in this series, try 
writing to me for information. Now to resume, 
concluding this series of articles. 


Quartz 


One seldom gets an inquiry for a quartz gem 
that is much of a problem. Rock crystal comes 
in large masses and commands a good industrial 
price (clear crystals for radio oscillators cost up 
to $50 a pound). A recent inquiry for flawless 
material that would cut three inches - and - up 
spheres collapsed as soon as the price was men- 
tioned ; yet the jeweler’s customer knew the going 
price perfectly well. He just went out of the com- 
mercial channels and found an uninformed jewel- 
er who wasn’t acquainted with the market. The 
jeweler wasted his time, and that of several other 
people, on what we have termed a frivolous in- 
quiry. 

Amethyst, citrine, smoky and rose quartz are 
all pretty standard. The new “greened amethyst” 
(vermarine has been suggested as a better name) 
is not carried by all wholesalers, since the supply 
is limited and controlled, but wholesalers can get 
it. Special cuts (see picture) can also be supplied, 
since rough is readily available in this country. 
The jeweler need only contact a good lapidary and 
tell him what is wanted. (Incidentally, don’t ex- 
pect such cutting to be cheap; finished stones that 
have been cut abroad can be bought here for half 
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THE FLOWER OF PRECIOUS JEWELRY 


oF = Each piece is magnificent, regardless of price. Whether 
your customer has a fortune to spend on fine jewelry ... or merely a modest sum ... he will appreciate these 
exquisite originations from the House of Heyman. Make the House of Heyman your first resource for the 
finest jewelry and brilliant restylings of heirloom pieces. | 
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642 Fifth Avenue, New York 19, N. Y. 


Neckiaces-$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 














GEM APPRAISAL (continued) 


the price of the cutting alone when it is done in 
this country.) 

Deep purple amethyst is not found in Brazil 
except in small crystals. Thus the red-orange 
“topaz” quartz, which this amethyst becomes 
when heat-treated, is not available in large sizes. 


Spinel 


Natural spinel has never attained the fame and 
popularity it deserves with its 8 hardness, high 
refractive index, and good colors. The synthe- 
sizers make spinel and distribute it in quantity 
(especially as colorless and light-blue stones). 
The lack of appreciation results from the fact 
that in nature the crystals are likely to be flawed, 
flattened and dark, and good stones are hard to 
come by. Ruby red, the “balas ruby” of the 
Orient, is the best known. It may come in large 
stones, up to 100 carats, but is rare (the Black 
Prince’s Ruby is a “balas ruby”). Fine ruby reds 
may cost $100 a carat. 


Spinel will always be cut to suit the rough, so 
standard sizes and large selections are not avail- 
able. Pale purples, pinks, and deep blues are the 
other common colors. Most spinels are small, 
finishing up in the 1- to 4-carat class. Even these 
are usually shallow because of the shape of the 
crystal, which leaves them low in brilliance de- 
spite their high refractive index, for the proper 
cutting angles cannot be obtained. The price of 
these stones might be $5 to $10 a carat. 


Topaz 


For us topaz means only the mineral topaz, 
not the quartz variety properly called citrine. 
Topaz comes in enormous crystals, but then they 
are not brown. Most are colorless or light blue. 
Large pale cut stones of any desired size can be 
obtained. The colorless ones, usually Ceylon-cut, 
sell at modest prices. However, since there is so 
little demand, they are hard to find in New York. 
Blue topaz, which resembles pale aquamarine, is 
in no more demand than the colorless material, 
though it is a little more costly and more readily 
available. It would make a nice “native-cut” 
stone, but the Ceylon rough all appears to be 
white. 

The true “precious topaz” is the rough that 
comes in elongated brown crystals from Brazil. 
It is commonly seamed with long cracks that 
make many crystals worthless. Some was also 
found in Russia, and both countries supplied the 
elongated yellow and pink stones, often backed 
with colored foil, that characterize so much 
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Victorian jewelry. In precious topaz we look for, 
but don’t often find, deep orange-brown tints, 
flawlessness, and fair size. Small and pale yellow 
topazes are easy to obtain; large and dark stones 
are rare. A few flaws, so long as they don’t actu- 
ally weaken the stone, should not disqualify it. 
Stones of 40 to 60 carats are the normal maximum, 
and they will sell generally at about the same 
number of dollars per carat. 


Precious topaz is invariably cut for good shape 
and recovery, so stones will not be available in 
calibrated sizes. The same, of course, applies to 
the pinks, for they are made from the brown ones 
by heat. Most pinks of today will be old stones. 
Few stones now are “pinked” by heat, for the 
slight gain in value and salability does not com- 
pensate for the risk of breakage. 


Tourmaline 


Tourmaline should be judged more on color 
than on the incidence of flaws. Large sizes, with 
few flaws, are normal to the reds. Most rubellites 
have some flaws. They range from pale brilliant 
pink to deep brown-red, purple-red and rich ruby- 
red. The last are the best and, in reasonably clean, 
true ruby-red color, are the hardest to get. Usually 
they will be properly cut with correct ratios, but 
they will not be cut into standard sizes. As to 
price, one should figure on about $15 a carat for 
average sizes—and sizes up to 100 carats are 
possible. 

The commoner green tourmalines of commerce, 
called simply tourmaline by the trade, are deep 
green Brazilian stones. Their disadvantages lie 
in their depth of color and lack of brilliance. 
Dichroism, the strong light absorption in one 
direction, makes the ends of the elongated stones 
very dark indeed. Since the only transparency 
lies in one direction (parallel to the long crystal 
axis, the C-axis) they are usually cut in elongated 
narrow stones, in this direction. Because they 
soon become impossibly dark, the big stones are 
not satisfactory. A lighter, not especially dichroic 
green tourmaline came once from Maine, and a 
little of this quality comes today from Brazil and 
Southwest Africa. It can be brilliant-cut with 
good results, and compares in cost with the red 
stones. Normal green tourmaline may cost $5 to 
$10 a carat. 


In general, if one needs a large and fairly dur- 
able green stone at a moderate price, especially 
one cut to definite dimensions, tourmaline is not 
the answer. (Probably the greened amethyst is 
the only good bet for a call like this.) By way of 
interest, back in 1890 green Maine tourmalines, in 
small sizes, were sold to a retailer for as much as 
$15 a carat. 


(please turn to page 52) 
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GEM APPRAISAL (concluded) 


Deep-blue tourmalines, indicolites, have the 
same color drawbacks as the greens; they are too 
dark for cutting in large sizes. Colorless tourma- 
line is rare. Tourmaline cats eyes are known but 
the needles are seldom slender enough to make 
stones of fine quality. Bicolored tourmalines are 
fairly easy to get. They are often attractive to 
the connoisseur. Flaws are not a matter of course 
in stones of the green category as they are in 
rubellite. 


Zircons 


Zircons are attractive gems which deserve more 
popularity. The common colorless zircon is, 
regrettably, sold as an imitation diamond. The 
consequence is that people look for the same 
qualities as in a diamond, and make fewer com- 
promises. The stone must be white, well made and 
clean. It should be oriented so that the C-axis (the 
singly refracting light-travel direction) comes out 
the table, reducing the fuzziness of double refrac- 
tion. 

The largest white stone in a museum weighs 
about 40 carats, so this is probably near the maxi- 
mum size. The value is low, $4 to $7 a carat, with 
small stones much cheaper. 

Blue-colored zircons are produced by heat along 
with the colorless ones, so what was said for the 
whites goes equally well for the blues, except that 
bigger blues are known and the degree of blueness 
is reflected in the price. Pale-blue stones of a 
carat or so may sell for $1, while deep-blue stones, 
the color of a deep aquamarine, sell for $8 to $10 
a carat. When it comes to top price, the deepest 
blues are the best of the zircons. 

Zircons are remarkably well cut in Bangkok and 
come to this country in considerable quantities, 
apeing diamonds in appearance. As a result, it is 
easily possible to go out and get any desired size 
of white zircon without difficulty. But check for 
paper wear or contact damage when the stone 
first comes to you. More brittle than many gems, 
zircons are often nicked in a dealer’s stock before 
they are sold. Caution the buyer about this too. 

In addition to the blues and whites, there are 
zircons in other colors. The nicest hue is a golden 
orange from Ceylon. Reds and red-browns look 
like brilliant garnets. The greens are soft and 
subtle. Their high density alone is the indication 
of their identity for they are singly refracting 
and very low (for zircon) in refraction. 


The gemmologist 


With zircons we conclude our review of the 
common clear stones of jewelry. We have not 
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however, exhausted the variety for which a 
jeweler might be asked. There are many stones 
in the collection category that an occasional cus- 
tomer may seek, such as sphene, nature’s titanium 
gem; benitoite, the pride of California; and anda- 
lusite, the “‘poor-man’s alexandrite.” The gem- 
mologically minded jeweler will read up on these 
stones in some of the texts* that are so readily 
available, and he can then make inquiry of firms 
that specialize in the unusual. 

Many of the so-called rare stones can be had 
with little difficulty and at moderate prices. It is 
true they are “rare,” but so is the demand. In 
most cases the cost will not equal that of some of 
the commoner stones that are better known. Be- 
fore ordering any memo selections, make sure that 
the customer is serious, that he knows what he 
wants and what he wants it for, and that he is 
willing to pay a price that is commensurate with 
the difficulty of finding it. 

Remember that you, too, can make yourself a 
gemmologist. You have only to know your busi- 
ness. It’s not necessarily a degree or a title, it’s 
a feeling! No dealer in gemstones can disregard 
the responsibility he assumes when he terms him- 
self a jeweler. To the public that means, natu- 
rally, that he is an expert in jewels. Zea 


*For instance, G. F. Herbert-Smith’s Gemstones, Pitman. $8.50. 
As competence increases, further books can be obtained and instru- 
ments purchased 


Entertaining Home-Ec students 
builds future tableware trade 
Before long these Skidmore College girls will 


be buying their own china, glass and silver. When 
they do, more likely than not they’ll visit the N. 
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Berkowitz store where they have been entertained. 

Jeweler Berkowitz, of Saratoga Springs, N. Y., 
stands at the right. He gives a party for the 
Skidmore girls twice every year, making lots of 
friends and future customers. 

An assistant professor is facing the camera, 
and Perry Anderson of Lenox China is displaying 
the plate. 
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The first 
new idea in 

selling diamonds 

in over fifty years... 





This exciting 
consumer program 
proves a 

dazzling success 
across the country! 





J. Solow & Son 





Have you ever seen a diamond in the rough? 
Held one in your hand? Now you can. 

We have received a superb collection of Dia- 
monds In The Rough. . . exactly as they were 
found in the diamond mines of South Africa. 

To the untrained eye, these precious stones 
may resemble common pieces of glass. In reality, 
this collection represents a king’s ransom. 
Beneath their rough exterior, there lies hidden the 
unique and exquisite beauty man has found irre- 
sistible since the dawn of time. 

Have you a special event coming up... one for 
which a diamond would make a brilliant climax? 
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Then visit us. Hold these diamonds in your palm. 
Let us tell you something of their history and the 
ingenious way these rough stones are transformed 
into dazzling finished gems. You can select your 
Diamond In The Rough and we will cut it 
especially for you. To the pleasure of possession, 
there is the added pride of knowing that you 
selected your own Diamond In The Rough before 
it was cut. 

Whether you are in the market for a diamond 
or not, we invite you to come in. You will be 
fascinated by our Diamonds In The Rough... 
and impressed at how reasonably one can be yours. 


COPYRIGHT JSS 1958 


STORE NAME 





One of the oldest active diamond cutting firms in this country. 


74. West 46 Street, New York City, CIrcle 6-3335 








A tip for any of your customers who may be looking for 


cheap gems during their foreign travels this summer— 


by Athos D. Leveridge* 


"Bargain" diamonds trap Yankees traveling overseas 


During the incident here described, the author 
was a passenger on the M/S QOslofjord en route 
from Brazil to South Africa. He gave sound ad- 
vice about diamond-buying to his fellow-tourists. 
You can pass these tips along to any of your cus- 
tomers who are going abroad this summer.—Ed. 


* It is surprising that the American public re- 
mains unaware of the futility of trying to get 
diamond bargains abroad. On our cruise ship, sev- 
eral people who happened to know our back- 
ground asked Mrs. Leveridge and me where to 
buy diamonds advantageously in South Africa. 

Of course we replied, as we had so often when 
questioned on steamers to and from Europe, that 
we knew of no place where a layman could safely 
buy a diamond outside of his own city and from 
his own, reliable jeweler. 

The ideas of these travelers were so fantastic 
as to potential savings, that we gave some facts 
to the cruise director. He asked me to give a talk 
one morning to the passengers. 

I asked my audience, at the start, how many 
knew diamond qualities within 25 per cent of 
their values. Not one of the 240 persons raised 
his hand. The same regarding Customs duties. 

After giving some facts about the production 
and distribution of diamonds, I mentioned that a 
mere 10 per cent duty was levied by Uncle Sam 
on the wholesale cost of cut diamonds at the 
source. This added only about 5 per cent to the 


a purchaser back home in the United States. 

I pointed out that mounted diamonds would 
pay duties so high that nobody in the trade im- 
ported finished diamond jewelry. And my ship- 
mates were surprised to learn that rough dia- 
monds, as imported by American cutters, paid 
no duty whatsoever to the United States. 

If they purchased diamonds abroad, I warned 
my listeners, they would be at the mercy of 
sellers whom, almost surely, they would never see 
again. They would have no redress if they were 
victimized. Foreign jewelers, though many are 
honest, must pay enormous sales taxes. They de- 
pend much upon the illusion of tourists that big 
diamond values are to be obtained abroad. Foreign 
cutting works only pretend to sell to “recom- 
mended” tourists at “wholesale.”’ 

I also said that American jewelers have an 
able, active Vigilance Committee, headed by a 
dedicated, efficient executive. This Committee 
works in harmony with Treasury Department in- 
vestigators to detect purchases beyond the free 
allowance brought through Customs by returning 
travelers. People who get caught face financial 
loss or prosecution. Where are the odds on risks 
like these? 

We know of the publicity on this subject, but 
it “gets by” the tourists. Mrs. Leveridge and 
I believe, as we have these many years, that the 
traveling public is grateful to any agency that 
effectively informs them of the futility of pur- 
chasing diamonds and jewelry abroad. Our ship- 


diamonds’ selling price as ultimately sold to mates expressed their hearty thanks. Eee 


“Mr. Leveridge, who imported diamonds for many 
years, invented the well-known diamond gauge that 
bears his name. For 12 years he was executive man- 
ager of the Industrial Diamond Association of Amer- 
ica. As a retirement gift, the Association gave him 
and Mrs. Leveridge a travel purse, which covered most 
of the cost of their recent journey to Brazil, South 


Africa, Spain and Portugal. 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Pear! clasps 
and pins that 
give a floral, 
open-air effect 
will appeal to 


summer customers 





Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 
—and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 
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Knights of 
Columbus 


RINGS 


3rd and 4th Degree 


An unusually complete 
assortment — handsome 
K of C rings in 14K and 
10K yellow gold, some 
with diamonds. The il- 
lustration shows just a 
small part of the exten- 
sive Wefferling, Berry 


line. 


Wyerrertine IB erry & CO. Sine Enllematic feudlry 


MEMBER AMERICAN GEmn™M seocierTtTy 8 ROSE STREET, NEWARK 8, N. J. 
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Karl Fasold, 
son of the owner, 
shows a customer a 


piece of sterling. 


by Robert Latimer 


A bride-to-be is often nervous and confused when registering 


her pattern choices in the store. So this jeweler tells her... 


“take several patterns home and try them out”’ 


¢ “T honestly don’t know which to choose!” ex- 
claimed the girl. 

She was standing in the Joseph Fasold jewelry 
store in Gulfport, Miss. Mr. Fasold smiled at her. 

“T’ll tell you what,” he said. “Don’t try to choose 
now. I’ll pack up place settings in several flatware 
patterns and also several designs in china and 
crystal—and send them to your home. You can 
examine them at your leisure and let me know 
which you decide on.” 

The girl was delighted. The patterns arrived 
and she made her selections. She also talked about 
what had happened to her friends, and during the 
course of the week two of them came in to the 
store and asked for the same service. 


This happened several years ago and Mr. Fasold 
was not slow to realize that the method he had 
“accidentally” hit upon was mighty good promo- 
tion. He has been using it ever since. Today it is 
normal procedure for him to make up “home- 
choice packages” containing several four-piece 
place settings and also sample pieces of crystal 
and china patterns. Customers helped in this way 
are appreciative enough to use extreme care in 
handling the merchandise. There has been only one 
breakage loss. 

“The recently engaged girl,’’ Mr. Fasold says, 
“is the most profitable customer of all—not only 
because of the excellent wedding gift potential 
involved but also because if she is well sold at the 
outset, she is likely to remain a good customer for 
life.” 

The “home trial” method has gone farther to 
increase unit sales of tableware than any other 
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venture he has tried. The reason is: Everyone con- 
cerned—the bride, her parents and her friends— 
can study the patterns against the sort of back- 
ground in which they will be used, and express 
his or her viewpoint. 

“Invariably,” Mr. Fasold says, “the girl is so 
pleased she registers all three of her pattern selec- 
tions with us, whereas otherwise we might get 
only the flatware selection or, at best, flatware and 
china. Our crystal sales have grown more rapidly 
than any other single element in bridal merchan- 
dising—because the home-display method gets 
results.” 

He depends largely on word-of-mouth enthu- 
siasm to spread the story of his “home-choice” 
service from girl to girl. He doesn’t need to send 
the customary congratulatory letter ... or tele- 
gram ... or offer of free teaspoons ... when an 
engagement is announced. He confidently expects 
the brides-to-be to come in of their own volition— 
and they do. What follow-up work he does employ 
takes the form of telephone calls to those who for 
some reason “don’t show up.” But such calls are 
seldom needed; the traffic is “automatic.”’ 

Though New Orleans is only 65 miles distant, 
very few of the Gulfport area girls go there to do 
their buying. Their fancy is captured by the gra- 
cious and ingratiating service of the local store. 
Mr. Fasold’s tableware sales have increased to the 
point that now he carries 50 patterns of sterling 
flatware and the same number of patterns in open- 
stock china and in crystal. And he actually devotes 
almost three-quarters of his total counter and 
wall-case space to silver, dinnerware and glass! 
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© Beautiful Orange Blossom Catalog 


makes extra ring sales for you! 
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Style No. 219 






Style No. 597 





Every Orange Blossom style, 
plus the Traub Collection, 
in beautiful photography. 
Order from it! Sell from it! 





























Style No. 967 


Here’s the pay-off to the great Traub Collection promotion .. . 
Orange Blossom’s all-new catalog. 

It’s beautiful, distinctive—with photographs that show diamond Style No. 235 
rings as drawings never could—with suggested retail prices opposite 
every page. And it makes both Orange Blossom Rings and Schumer 
emblematic jewelry easier than ever to sell and order. 
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Look into the advantages you get only with quality-made, fast- | 
moving Orange Blossom Rings . . . big-space national advertising— | ee ae 
hard-hitting promotion pieces—special showings of the Traub Collec- | ra reste AER Detroit 8, Michigan 
tion—and the finest new catalog in the industry. Send coupon today! | 
Please send me full details on Orange Blossom’s 
° | complete new selling plan. 
Orange Blossom Rings | 
: Name a aed ot eta ae ee 
OAS yrcil as le dlseg./ ae on orsy : 
Schumer Bros. Div., Cincinnati, Ohio — for fine emblematic and special-order jewelry. 7 City ae State 
| 


Canadian plant: Traub Manufacturing Co. of Canada, Ltd., Walkerville, Ont. 
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by Ruel McDaniel 


This young customer is 

much impressed as Mr. Mowen 
explains how her old watch 
can be sparked up with a 


specially designed band 


‘We'll make it for you, ma’am” 


This concern, one of three jewelry stores in a 
town of 12,000 population, has built a special- 
order business amounting to more than $10,000 
a year and representing a net profit higher than 
average for jewelry-store sales. 


® It started when a young woman brought in an old- 
fashioned engagement ring belonging to her mother. 
She wanted it redesigned and modernized for a silver- 
wedding-anniversary present. C. J. (“Pete”) Mowen, 
head of Mowen’s Jewelry in Port Lavaca, Tex., ac- 
cepted the job and promised he would work out some- 
thing. He asked the customer to come back the next 
day. 

That night at home he pored through catalogs for 
ideas and made rough sketches with the ring in front 
of him as a guide. 

Next day when the customer returned, he showed 
her his sketches and recommended one. She accepted 
his recommendation and ordered the job. It called for 
a new white-gold mounting, with small diamonds on 
each side of the main stone—just under $100. 

Since that day in 1954, special-order work has been 
done on an increasing scale at Mowen’s. Pete has taught 
the art to his nephew Bill (who also studied at Bradley 
University) and Bill taught their associate, Ed Strakos. 
All three men are adept craftsmen. 

Remodeling old pieces accounts for many but by no 
means all of their special order sales. Among the jobs 
handled are special bands for watches and special decora- 
tions for the bands. They will sell a gold band to a 
customer and then suggest that it be enriched with small 
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diamonds. If the customer shows interest, they make a 
sketch then and there. 

Another source of volume is the actual manufacture 
of quality jewelry, particularly small pieces. A woman 
wants a pair of earrings that are “different.” Mr. Mowen 
makes a design for her which she accepts. She is not 
so pleased that she tells her friends how 


ne 


only happy bu 
and where she got them. 

Mowen’s also sell a lot of special rings, combining 
their own designing with stock mountings. And they fil 
special diamond attachments to watches, altering the 
sides of the watch if necessary to make the attach- 
ments fit. 

“Special orders are not only extra business,” Mr. 
Mowen says, “they are excellent good-will builders. 
Some jewelers prefer not to bother with them because 
they are tedious and do not return big profits; but they 
do impress upon customers the fact that we can serve 
them in many capacities—and this leads to more cus- 
tom work and to sales of merchandise.” 

The company advertises the special-order service, but 
the men themselves do the most effective promoting. 
“The Christmas season is, of course, the best time of all! 
to push this service,’ Mr. Mowen says. “It presents an 
ideal opportunity to suggest special-order sales to the 
open-minded customer who is undecided as to what to 
buy. But these jobs are not by any means confined to 
the holiday period; we get them the year round. 

“One thing we’ve proved beyond all doubt and that 
is you don’t have to be in a large city with an un- 
limited number of prospects to build up a special-order 


business—and make it pay!” Zee 
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he f r 
only Hunperial “ters 
offers you all these advantages. 


Because IMPERIAL is Nationally Advertised 


Imperial—undoubtedly the foremost name in cultured pear! 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 

in All Price Ranges 

Only Imperial offers necklaces, rings, pins, bracelets, earrings, 
: clasps, charms and pendants, in gold-filled, gold, and platinum 
Look for the Man from Imperial! ! . . . with cultured pearls and also augmented with precious 
Sin iis diieied tie i cam Aaah 3 stones. The most complete line of cultured pearl and diamond 
of outstanding quality, style, and . jewelry of all types. 


value in Cultured Pearls. What is 
more ... your Imperial representa- 


mates dak adiaeas an : Because IMPERIAL Sells Direct to You 

mee og Bi Sle: ~ A ra ata , Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 

only sells direct to you—the retailer. That is why, with Imperial 

you know you pay the right price for your merchandise and you 


are the one who makes the long profit. 








es Plans 
2 exciting new w 9a e sing Sales Because IMPERIAL Gives You a Complete Selling Plan 
for f ecord: -selling P _ In addition to advertising mats, store displays and other sales 
g choice of two n° aids, Imperial has developed numerous proven special promo- 
{imperial offers ae make tions. These selling plans can be tailored to any size operation 
stimulating rap — seller. : and assure year ‘round volume cultured pearl sales. 
\mperial el lans can tailore 
plans 


These ame a. 9m “ ‘ewer 


sosecs"= | MPERIAL 
PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 






NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuka, Ku 
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The rising population tide will soon face 


American businessmen with their greatest 
opportunity. There will be millions more 
graduations, millions more marriages 
and millions more gift-giving occasions 
than there are today. Non-jewelry indus- 
tries are taking steps right now to make 
people want—and buy—non-jewelry gifts. 
In self-defense jewelers should prepare 
without delay to get their full share of 


tomorrow's surging business. 
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Will we 


be ready 
for the 
coming boom? 


by Walter L. Kahn 
of Kahn-Jacobson, Inc. 
diamond importers 


® AS A RETAIL JEWELER, you are skilled in predict- 
ing the ebb and flow of business opportunities in 
your own city. You wisely plan ahead for gradua- 
tions, engagements and marriages. You know the 
importance of timing your promotions. 

But I wonder how much you are thinking about 
the future of gift-giving on a larger scale—during 
the next few years. 

Today we stand on the threshold of exciting op- 
portunity for everyone in the jewelry industry. 
The end of this year will see the start of a gigan- 
tic upswing in the number of young people (18 to 
24 years old). Just look at these figures and think 
what they can mean for jewelry stores in the sale 
of graduation gifts, engagement rings, bridal and 
wedding gifts! Right now there are 15.5 million 
people in the 18-to-24 age bracket. By 1960 there 
will be 16 million; by 1956, there will be 20 mil- 
lion—and by 1973, there will be 26 million. 

Let’s be realistic, though. This business, rising 
from more birthdays, more graduations, more 
marriages and the formation of more homes, will 
not automatically drop into our laps. Other in- 
dustries are launching spectacular promotional 
campaigns for consumer attention and consumer 
dollars. The fur industry, whose sales were off by 
almost one-third in prosperous 1954, has pledged 
$300,000 for public relations. The shoe industry 
will spend close to a million dollars this year on 
group advertising. The women’s apparel industry 
is raising $400,000 for publicity. And so it goes, 
as industry after industry shapes nationwide-pro- 
motions for the boom times which lie ahead. 

If jewelers are to get our share from the vast 

(please turn to page 74) 
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to stem the tide, organized the Jewelry Industry 
Council. 

On a very meager budget, JIC has used pub- 
licity in an effective way and at minimum cost, to 
reawaken interest in jewelry. It has produced 
countless columns of fashion-making news. It has 
sent information about forthcoming fashion 
trends to progressive jewelers subscribing to its 
services. Most recently it has cooperated with 
other fashion-making organizations to make cer- 
tain that jewelry is given its proper emphasis. 
But its performance has been restricted by the 
budget, and the budget depends on support from 
the industry at all levels. 

There are great plans for the future. JIC is 
now ready to help any branch of the jewelry in- 
dustry with promotional and publicity programs. 

Nothing but good can come to the jeweler who 
supports the Jewelry Industry Council with a 
generous annual subscription. The recently 
formed Retail Jewelers of America will shortly 
be assisting the Jewelry Industry Council more 
effectively than heretofore, if present plans are 
approved by the RJA Board of Directors. So I 
say to you fellow-jewelers—be you manufacturer, 
distributor, or retailer—support the Jewelry In- 
dustry Council and be certain that you, as a 
jeweler, will survive in the competitive economy 
of today and tomorrow. 


@gee 


JiC—insurance 


for the future 


by Kenneth I. Van Cott 
Binghamton, N. Y. 





® IN THESE DAYS OF HEAVY COMPETITION, the old 
adage is truer than ever: “Out of sight—out of 
mind.” With pressures on every side to buy 
everything from a pocket radio to an automobile, 
the race to make an impression on the man who 
has money to spend goes to those who do the best 
job in promoting their own particular wares. 
The Jewelry Industry Council has done a mag- 
nificent job in focusing attention on jewelry store 
products, through releases to newspapers and 
radio stations. Evidence of JIC activity is in all 
the magazines, in editorials, in photographs and 
feature articles. For the small amount of money 
the Council has been able to spend, the Industry 
has gained a hundred-fold in publicity and pro- 
motion. 
(please turn page) 


The lovely sea shell pattern 


adds interest to this 14K white gold brooch 








CHURCH & COMPANY 


and matching earrings, each set with a 
lustrous cultured pearl. Planned with superb 
designing skill, executed with matchless 


craftsmanship by CHURCH and COMPANY 





The brooch — 4908 W 
The earrings — 4909 W 





Manufacturing Jewelers a 
2 Garden Street, Newark 5, New Jersey VU 


Eh Trade mark registered in U.S. & Canada 
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Special 
Notice 





for all jewelers 


Now, for the first time, the GIA 
brings the retail jeweler complete 
Diamond Training in one course! 


With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
—with grading and appraisal 
practice using GIA diamonds. 

Gain the added prestige, the 
greater profit, the sure confidence 
that come from knowing. Write 
today for complete information 
on this exciting new course. Cata- 
log contains color plates of dia- 
monds and gems! 





JOSEPH |. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
“We were lucky to sell one diamond of a 
carat or more per year. After GIA training. 
we average two to three per month.” 


ALLAN L. STEVENS 

STEVENS & SON, SALEM, OREGON 
“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way.” 


GIA 


GEMOLOGICAL INSTITUTE 
OF AMERICA 

DEPT. K5, 11940 SAN VICENTE BLVD. 
WEST LOS ANGELES 49, CALIF. 
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THE COMING BOOM (continued) 


new crop of customers, we must prepare now. 
Fortunately, the Jewelry Industry Council stands 
ready to arouse public interest in our business 
and in what we have to sell. 

During the last 12 years, the Council has placed 
more than half a million dollars’ worth of pub- 
licity in the newspapers of America; issued mil- 
lions of wedding anniversary and birthstone book- 
lets for retailers to give to their customers; dis- 
tributed 10,000 manuscripts for jewelers’ use over 
radio and TV, and created sales promotion kits 
and idea booklets sales for all gift occasions. 

And yet, in the face of growing competition 
from other industries, JIC operates on a budget 
of less than $100,000—only a fraction of the 
budget soon to be available to the fur industry. 
We must not muff the opportunity of a lifetime, 
this gigantic market which will start its ascend- 
ing curve within the next few months. To ride 
upward with the times, every jewelry supplier 
and every retail jeweler should contribute now to 
the Jewelry Industry Council. 


New competitors 


for “luxury” dollars 


by Oscar Kind, Jr. 
of S. Kind & Sons, 
Philadelphia 





® THE QUESTION IS OFTEN ASKED, “Why should I 
join the Jewelry Industry Council?” I can an- 
swer this question with a single word, “survival.” 

The jewelry industry, whether manufacturing, 
distributing, or retailing, is a single industry in 
the minds of the consuming public, although to us 
it is a combination of many individual types of 
business conducted by many methods. Over the 
centuries this industry has implanted certain 
ideas in consumers’ minds. Perhaps the greatest 
of these is questionable: the attribute of “luxury” 
products. 

During recent decades, many competing prod- 
ucts have been introduced into the market to cap- 
ture that portion of the expendable income which 
is devoted to so-called “luxuries.” Jewelers have 
let these newly introduced products compete with- 
out offering much competitive publicity. In the 
last ten years a few thinking jewelers have real- 
ized the in-roads that have been made in the 
jewelry business by this type of competition; and, 
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Originally established 1866 


Kahn. Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and Telephone: CIrcle 5-4313 
Jacobs * . 32/34 Holborn Viaduct, London 
on Bros. Diamond Corp. Cable Address: “Redlace” New York 



































Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
Loose or in Platinum 
Diamond Mountings 

of Exclusive Design .. . 





iy VL AR WELLL: 


Formerly k n n&  )verd ih 


O10 FIFTH AVENUE Rockefeller Center 





Ne ‘sn York Jip. Ne \s York 


Over 35 Years of Service to Leading Jewelers 
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With or without 
the complimen- 
tary reflection of 
diamond ba- 
fuettes, these 
beautifully paired 
Linde Star soli- 
taires are 
brilliant ... dis- 
tinctive ... su- 
perbly regal in 
gracefully turned 
settings of 10K 
white or yellow 
gold. To retail as 
low as $47.50. 


From 
Davidson & Sons, 
New York 


be sure you get 
genuine 


LINDE 
STARS 


ow cages rey Stars are man- 
. made in Union Carbide’s Chicago 
The magnificent SYM- lant... cut and polished for 
thetic sapphires and aan - a oe graded 

. or quality an uted 
rubies that through Linde’s exclusive dig. 

: tributors. AND because Union 
star inthe lovely and  arbide’s unsurpassed quality 
exclusive designs of controls assure the FINEST in 
th leadi synthetic gems... ask for 

ese lea ing mantu- LINDE Stars... specify them on 
facturing jewelers your order .. . be sure it 
ate on your or Me 
. ou can count on these manu- 
star all-ways Mmyour facturers, the nation’s foremest 
profit-picture manufacturing jewelers, who 
prefer LINDE Stars. 


NEW YORK CITY Susy Perkel & Co.. ST. LOUIS, MO. 
Alsan Mfg. Co. ne Kinsley & Sons, Ine. 
Beckerman & Lerner Rares Perkis 
age | Bros., Inc. ’ 
. L. Brandt Co. : 

. vesienee Mfg. Co. 
ce Ay ay gue “epempnaagy 

Co., Ine. 

E. S. Feinstein & Co. — Mis. Coe., — eee irsky Bi -y one. 
Flyer Brothers — Robbi s & 
Harry & Ben Frackman, w,, & Skolnik. Ine. 


eat & Os, ince, °* ™ Weed & Sons, tne. og 5. 


Bregan 
H. Glaser Co. BUFFALO. N. v. Helm and Hahn Co. 
Geldstein-Gersen Ce. The Bock-Lewis 
Green & Co., Jirs., ine. wm. A. Reich and ya PROVIDENCE, R. I. 
i -_ 
Benjam og we 3. CHICAGO. ILL.  - & Bullock Co 


a So phy + A * imer 

* Levis Lene & Co. . NEW JERSEY 
s. Jollotsky & Sens Ine. Stein & eitrese 4 Ring Mtg. Ce.. 
Kaha & Co INDIANAPOLI Church & Company 
Morris Kaplan and Sone Goodman and Company fF 4 F. Folger, | 
Charlies Koppel Ring Co. minnEAPOLIS. MINN. Jeet Ri Ceo 


K. S. K. Jiry. Go., Ine, 
Mereury Ring Corp. Osthye and Andersen Jones & Woodland Ce., 


,, PENNSYLVANIA 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S60 FIFTH. AVENUE. NEW YORK 36+ COLUMBUS 5-2656 


*Linde is a registered trademark of Union Carbide Corp.—a synthetic gem. 








READY FOR BOOM? (conciuded from page page 75) 


JIC’s active work has held the line for us in 
this highly competitive era. Cooperation by local 
groups and individual jewelers of vision has 
helped, but the spark plug is in the work of the 
Council. 

Every jeweler should support JIC, as a legiti- 
mate business expense, like insurance, to safe- 
guard the future of the business. This support is 
not a contribution. It is not a gift. It is a needed 
chipping in to a fund for our own good health, 
growth and prosperity. Zee 








by Paul Lockwood 


How to get the best space contract 


Are you getting the most for your advertising 
dollars? Here are some “tricks of the trade” that 


may be helpful to you 


© ADVERTISING-SPACE CONTRACTS work as an easy 
payment plan for jewelers on their advertising 
programs. They set up a definite advertising 
schedule on a pay-as-you-go basis without any 
interest charges. 

There are three different types of space con- 
tracts used by most local newspapers: (1) Quan- 
tity, (2) Frequency and (3) Combination. 


Quantity space contract 


The quantity space contract gives you a lower 
space rate as the amount of space you use in- 
creases. For instance, the regular advertising 
rate may be $1.50 per column inch. This is re- 
duced to $1 for over 1,000 column inches; 85¢ for 
over 2,000 column inches; and down to 75¢ for 
over 5,000 column inches. 

Quantity space contracts are figured on all the 
advertising you do in a contract year. Thus, if 
you plan to use over 5,000 column inches during 
the year, you will be entitled to the 75¢ rate rather 
than the open rate of $1.50—a saving of one-half 
of your advertising cost. 

With a quantity space contract you can use 
your advertising space as you need it and still 
earn the lowest rate. For example, on the 5,000- 
column-inch rate in the previous illustration, it 
would be possible to use larger space—1,000 col- 
umn inches for a special promotion and to spread 
the rest of the space out over the other months as 
needed. 


Frequency contract 


The frequency contract gives you a lower rate 
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the more often you advertise. For instance, there 
will be rates for one ad, two ads, three ads, or 
six ads per week. 

Size of the individual advertisements does not 
count toward the lower-frequency rate. For ex- 
ample, one ad four columns by 12 inches would 
cost more than six two-column four-inch adver- 
tisements, even though the total space was the 
same. 

Frequency - space contracts are particularly 
good for an advertiser who uses small space ad- 
vertisements on a consistent basis. They provide 
a lower rate and insure steady advertising day- 
after-day or week-after-week. 

One of the major disadvantages of this space 
contract is that it may be hard to keep ideas flow- 
ing all the time. Then, too, you may find it better 
for your jewelry business to use larger space ads 
less frequently. 


Combination space contract 


This combines the frequency and the quantity 
plans. For example, there is a quantity discount 
given for a short period of time—week or month. 
Comparable rates with the previous example for 
quantity space contracts might be: $1.50 regular 
column inch rate reduced to $1 for 50 column 
inches a month . . . to 85¢ for 100 column inches 
a month... to 75¢ for 200 column inches a month. 

If you follow a fairly regular advertising pro- 
gram, you may like this space contract best. You 
will avoid the urgency of preparing ads to qualify 
for the frequency rate. There is no worry about 
crowding a lot of advertising into the last few 
weeks of the year just to qualify for the quantity 
rate. 

Of course, the selection of the type of space 
contract will depend on what the local newspaper 
offers and the advertising plan you want to fol- 
low. However, here are a few suggestions that 
may help you get the best space contract: 


Contract for lowest anticipated rate 


Under the terms of most space contracts, you 
set the quantity or frequency you will use. With 
the quantity contract used to illustrate a 75¢ rate 
for over 5,000 column inches, you would pay 75¢ 
per inch for the space used each month during the 
year. 

If at the end of the year, however, it developed 
that you used only 3,000 column inches, you would 
be billed an extra $300 (3,000 column inches at 
10¢ extra). Most space contracts specify that the 
extra charge will be made, but make no provision 
for a refund if you qualify for a better rate. For 
example, contracting for 1,000 column inches and 


(please turn page) 
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For the first time anywhere... an unbreakable plastic : 
ring tray... that looks like leather... feels like ; 
leather... that will last indefinitely, in 8 
Biack Shell with biue, turquoise, grey, 
american beauty, — velvet 


interior. : 
#360 36 ring tray $7.95 
OLB )]] #480 48 ring tray $8.45 


{—S—" $425 


per dozen 


Add prestige to your presentation 
trays. Fill those empty siots 
with “sold plugs” in lustrous 












. 
Re aie 


’ nr 
’ ’ 


\ 7 bound to get results! SHELL: White, 
S6 45 blue, ivory, grey. PADS: White, blue. 
| Be Alten turquoise, American beauty 

rer UOcen INDIVIDUALLY PACKAGED 


88W FOR WIDE RINGS $6 95 


> - 
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BUTTON LOCKS DESIRED POSITION 


SOLD ONLY 
y " Talal 
1'HROUGH 

r) rCaifc C 
‘isltlaayiaae 


ROcKET 


JEWELRY BOX INCORPORATED 
125 E. 144th ST., NEW YORK 51, N. Y. 
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This unusual assortment 
of nautical charms provides you with a 
valuable source of extra profits during the 
boating and racing season. Available in 
either Sterling or 14 Kt. Gold, these pop- 
ular and attractive nautical motifs will 
score a hit with the sporting crowd. Order 
now through your wholesaler. 





J. M. FISHER COMPANY, Attleboro, Mass. 





DOUBLE P.S. 


JUST A REMINDER! 


Pre-sell your products to jeweler-buyers readying 
for the New York show in August—with a message 
in the August issue of JEWELERS' CIRCULAR- 
KEYSTONE. 







a 





August Ist your sales story will be read before jewelers 
leave home. At the same time it will be seen by the 
thousands throughout the country who do not go to the 
show. (Closing date July 10) 


| JEWELERS' CIRCULAR-KEYSTONE 
| Chestnut & 56th Sts. Philadelphia 39, Pa. 
__ SHerwood 8-2000 














#9005 Candie Snuffer in 
silver-plate. Fully 


9%” long. $2.95 











a 


The unusual 
makes a hit and 
this fine Georgian 
period replica will be 
a real conversation piece. 


Attractively Boxed. Pacific Cloth bags. 


Gerity Gifts, Tue. 












250 W. Broadway, N.Y.13, Showroom, 225 Fifth Ave., N.Y. 
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BEST SPACE CONTRACT (concluded from page 77) 


using 2,000 inches would result in a bill for 
$2,000. However, if you had signed a 2,000-col- 
umn inch contract you would have been entitled 
to a cost of only $1,700. 


Avoid being short-rated 


As mentioned previously, when you contract 
for 2,000 column inches and only use 1,900; you 
are charged the short-rate or $1 instead of 85¢. 
Thus, if you use only 1,900 column inches during 
the contract year, you would have a total bill 
of $1,900. However, if you had used 100 more 
column inches, you would have qualified for the 
2,000 column inch rate and your total bill for the 
full 2,000 inches would be only $1,700. 

By keeping a running record of space used and 
checking this against the space budget, needless 
waste can be avoided. Some newspapers will re- 
mind advertisers about this, but it is the respon- 
sibility of the advertiser to be sure he is using 
enough space to qualify for the lower space rate. 


Be sure your contract is flexible 


Most space contracts are simple forms which 
guarantee space and rates for the duration of 
the contract. They protect you against a shortage 
of space and against the danger of your advertise- 
ments’ being crowded out of the paper by other 
advertisers. Then, too, they guarantee that you 
will not have to pay higher advertising-space 
rates during the term of your contract. 

On the other hand, most space contracts do 
not force you to use 2,000 column inches if that 
is your space contract figure. It is best to check 
to be sure that the space contract you sign is flexi- 
ble in this respect. 

Warning: Do not sign a space contract that 
specifically states you will be billed for the full 
amount of the contracted for space even if you 
do not use it. 

Jewelers who sign space contracts with local 
newspapers will get full value for their advertis- 
ing dollars .. . and if space is allocated or rates 
are increased, they will have extra advertising 
value from the contract. Zee 





Genuine platinum was such a “non precious” 
metal in the early 1820s in Russia that the 
peasants cooked their food in pots that were 
fashioned from it, and swindlers in that country 
covered platinum bricks with gold plate so that 
they could try to palm them off as gold. This un- 
usual situation was due to the fact that platinum 
was produced in such great quantities in the Ural 
Mountains that its general scarcity and great 
value just weren’t appreciated. 
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They're New | 
(also see pages 34-35) | 


_ personalized 
friendship or 
wedding ring 










Twelve “world record” fish catches, six salt, 
six fresh water, on sterling-silver coaster- | 
ashtrays. To retail for $5 apiece FTI. From | 
Graff, Washbourne & Dunn, 158 Forest Ave., | 
Englewood, N. J. 










PAT.U.S. PAT. OFF. 






Takes any name, 
motto or message! 






Here it is! A completely different friendship ring that 
| “almost talks”. While your customer waits, you insert 
| the letters and the ring is complete—with the name, 
message Or motto your customer desired...as for ex- 
ample “I love you”. 













This ring is the perfect sentimental gift between 

Two-quart ice bucket with sterling-silver friends; unique as a wedding ring. You can also sell 
knob and base. In red mahogany, colonial ma- | it as a school, club, fraternity or sorority ring. It’s of 
hogany and ebony color. Pyrex lining keeps | unusual modern design—finely crafted for those who 


ee Caen eee ener Ses want something better. It’s a real sale-maker'! 
48 Walker St., New York. : £ . its ' 

















Don’t wait! Use the coupon below to order now. 
Available in sizes 5, 6, 7 and 8. Sterling silver, rhodium 
plated, $6 each. And 14K yellow gold, $20 each key- 
stone. One dozen minimum order. 


| FREE DISPLAY...FREE MATS 























* ° 

| $ 4H. H. WELCH, INC. SEND ° 

| @ 198 Broadway, New York 38, N. Y. DISPLAY |_#w§ @ 

, SEND : 

. Please rush following order MAT > 

* a 

> Doz. S. S. rings Doz. 14K. rings §$ 

* > 

i $ NAME ° 

The “Titan” from Hamilton’s series of 10k e ° 
gold-filled electric watches. Energizer of shirt- - ADDRESS . 
button size. Black or white dial. $95 with . CITY ZONE ___STATE : 
strap; $110 with bracelet, FTI. SOOHSSSSHSSSSHSSSSSSSSSSSSSSSSSSSSSSOSSSESEE 


“4 
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“Pearls of Wisdom” 
“Orienta”™ 
Cultured Pearl 
Pendants 





Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nesseuw St., New York 








GRADUATION CHARMS 


vy Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher’s vast 
charm line for all occasions. 

Why not have the best? They cost no more. 





Order now through your wholesaler 


Catalog on request 
J. M. FISHER CO. °¢ Attleboro, Mass. 















They're New... They’re 





Personalized friendship or wedding ring. 
Letters slide easily into place for name or mes- 
sage desired. In sterling, rhodium plated, for 
$6; in 14K yellow, for $20. H. H. Welch, Inc., 
1998 Broadway, New York. 





Bulova’s new “American Girl” bracelet 
watch has two diamonds, 21 jewels, five pre- 
cision adjustments and an unbreakable main- 
spring. Retails for $100 FTI. 





Seven and one-half mm cultured pear] on a 
15” neck chain of 14k gold. For $6.50 key- 
stone. From Reuben Pomerantz Jewelry Co., 
Inc., 30 E. 47th St., New York. 
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“Teen Photo-Purse” has matching lining in 
a star-burst print with an extra pocket. In 
red, white or tan cowhide. For $5 with 50 per 
cent profit for retailers. From Amity Leather 
Products Co., West Bend, Wis. 
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Hadley mens bands. 


S . . + 
New, improved adjustable links need no A weesvon 5/8” bend with 
tools. =/e" curved ond Adjustable 
- ° . “a / ut eg., ort, ong. 
ad Universal end fittings for 5/8 , ne, 16 No. Color Keystone Retai! 
“ . 105 SS. 3.70 $3.95 
and 3/4” straight or curved watches on is Y gto saesTl 
all models except Lenox and Bedford. 126 R 5.10 $5.95T.I. 
: NVOY z ; 
Duofold buckle models fit all wrists . . RD ic Es age Me 
fit all watches. justable Reg., Short, Long. 
. : No. Color Keystone Retail 
New slim construction allows band to lay 15 Y 450 $4.95T.I. 
: : DIPLOMAT 11/16” band 
flat with unusual slimness. wt 7 et Ac guess 
Adjustable Reg., Short, Long 
No. Color Keystone Retail! 
116 SS. 4.50 $4.95 
186 Y 630 $7.95T.i. 


WAS 


- ——————————— - ——— - 
pi —————__ tine o ——=.. 
r SSS ff F = _ 
‘ ee ~ <M 
= Q j 


Q CAVALIER Brush finish 5/8 
band with 11/16 fatla’.-1¢ 
end Adjustable Reg., Short 
Celale 
No. Color Keystone Reta 
235 Ww 6.90 $8.95 T.! 
236 Y 6.90 $8.95 T.! 
BEDFORD Basketweave me 


with expansion center Ad 


D SPORTSMAN Satin finish CONCORD 5/8” band with 
5/8" band with 5/8" curv- 5/8" curved end Adjustable 
ed end Adjustable Reg., Reg., Short, Long. 

Short, Long. No. Color Keystone Retail 
No. Color Keystone Retai! 33 SS. 5.50 $6.95 
127 SS. 5.10 $5.95 223 Y 6.90 $8.95 T.1I. 


eee ppg: aoe STATESMAN 11/16” band 
. Bae with 11/16” straight end 
AB ey ge rosa Adjustable Reg., Short, Long 
No. Color eaten tenell a ig ee 
in. - o— oe 250 Y 7.50 $9.95T.l. 
net -13/te" hend  ™ Fe a See wi 
with 11/16” curved end Ad. ee areas end.) Athen. 
justable Reg., Short, Long. _ roe swe ae. 1 
No. Color Keystone Retail > olor Keystone Ketai 
i ca hie nate 15) SS. 5.50 $6.95 
- v am Gest 251 Y 7.50 $9.95T.I. 
with 11/16” curved end Ad- 11/16" curved end Adjust- 
justable Reg., Short, Long. able Reg., Short, Long. | 
No. Color Keystone Retail No. Color Keystone Retail 
199 Y 6.30 $7.95T.1 a ee aaent 
sen ee 7 6.95 T.l. | es Ne 
S/e” cnrabake Pa gy tay WILTON 11/16" band with | & @ os ARISTOCRAT 5 
able Reg., Short, Long. 11/16” curved end Adjust- e 2 tisatate / xle $ miine § 
No. Color Keystone Retail mag Reg., Short, Long. | Sn | wy d 
130 SS. 5.10 5.95 Yo. Color Keystone Retail Pe Hed a it } No. Color 
i ee ee 221 Y 690 $8.95T.I. : | Be 289 «oY 
tour ends 5/8”. ibe with RANSOM 5/8" band with LS EOAIRS 
11/16” curved end Adjust- 3/8 straight end Adjust- with 11 
able Reg., Short, Long. 


able Reg., Short, Long. 
in 7 No. Color Keystone Retail 
No. Color Keystone Retai 162 SS. 5.50 $6.95 


29 $5. §$.10 $5.95 
159 Y 5.90 $6.95 T.I. Y 6.90 $8.95 T.I. 


WARWICK 11/16” band 

with 3/4” curved end Ad- 

justable Reg., Short, Long 

No. Color Keystone Retai! 

152 SS. 5.50 $6.95 

222 Y 6.90 $8.95T.I. aOR ay ~ fg 
— 10K GF — Yeliow 
— 10K GF — Rose 
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Hadley ladies tubular & expansion watch bracelets. 


All tubular models have adjustable links. 
Pa New, exclusive convertible end allows fitting of Anita 
ace | and Dora for baguette end watches. 
ar\\ Se New, exclusive universal end fittings for 5/16”, 3/8”, 


* \- 


A i 7/16" and 1/2” sport end watches on Anita and Dora 


os 
?\\ A PRINCESS Adjustable Reg., 
FO Short, Long. - models. 
No. Color Keystone Retail 
305 W 60 $3.95 T.1. 

3.60 $3.95 T.I. 


) 


CLASSIC Adjustable Reg., 

Short, Long. 

No. Color Keystone Retail 
Ww 4.50 $4.95T.I. 
Y 4.50 $4.95 T.1. 


—eY 
— TC 
— = 
a 
a eas C CITATION Adjustable Reg., 
Short, Long. 
No. Color Keystone Retail 
320 W 5.10 $5.95T.I. 
321 Y 5.10 $5.95T.|. 


— ) 
aS 


= 


——'s - D GRACE Adijustable  Reg., 
, Short, Long. 
No. Color Keystone Retail! 
322 W 5.10 $5.95 T.|I. 
323 Y 5.10 $5.95 T.l. 


—=» 


—— 


E SORORITY Adjustable Reg., 
Short, Long. SPRITE Brush finish Adjust- O FIRELIGHT Shimmering S* TDORAS/16" band with 


No. Color Keystone Retail able Reg., Short, Long. Rhinestone Design Adijust- Universal 7/16” straight end 
335 W 5.50 $6.95 T.}I. No. Color Keystone Retail! able Reg., Short, Long. Non-adjustabie stag Short, 
336 Y 5.50 $6.95 T.}. 349 W 6.30 $7.95 T.!. No. Color Keystone Retai! 
337 5.50 $6.95T.1. 350 Y 6.30 $7.95T.i. 387 WB~ 8.20 $10.95 T. 
R ‘ 10.95 T. 

_ RIVIERA Adjustable Reg., - a oa. conan T. 

ZESN a Retail a ws. See See 
Bags } 391 YW 8.20 $10.95 T. 1/4” straight end WNon-ad- 


> 360 W 6. 95 T.1. | 
361 Y 6.90 $8.95 T.l. P SHARON 7/16” band with mage oA ~ ant, Leng. 
1/2” straight end WNon-ad- o. Color Keystone Retai 
INSPIRATION Adjustable vustable i ae, tone 459 $8. 5.90 $6.95 
F STARFIRE Adjustable Reg., ee inevatane Retail No. Color Keystone Retail 473 Y 6.30 $7.95T.i. 
ag oo Retail 362 W 6.90 $8.95 T.I. ye 7 a sa08 TI SOLITAIRE 1/4" band with 
0. Color Keystone TF 363 Y 6.90 $8.95T.I. oe VE. Spring baguette end Non- 
-— + oa oes a HEIRESS Sparkling Rhine. @ LAURA 7/16” band with adjustable Reg., Short, Long. 
. . o¥e stone inie won Re 1/2” straight end WNon-ad- No. Color Keystone Retai! 
Short Lente 9, justable Reg., Short, Long. 435 SS. 5.10 $5.95 
ie Cater Keystone Retail No. Color Keystone Retail 460 Y 5.90 $6.95T.i. 
370 W 7.50 $9.95T.1. SS oe Sa scent VENUS 1/4” band with 
EXOTIC Adjustable Reg ‘ | bagi wren Samay ens Sas 
Short, Long “ R* 7 ANITA Satin § finish end adjustable Reg., Short, Long. 
an < ; : links 5/16’ band with Uni- No. Color Keystone Retai! 
C7 A 
Ze a tae ieee versal 7/16” straight end 461 W 5.90 $6.95T.I. 
=. <5 Se 373 Y $750 $995TI. Non-adjustable Reg., Short, 462 Y 5.90 $6.95T.I. 
a —— just Reg., , we Long. 
as Short, Long. apts: CUPID Adorable heart de- No. Color Keystone Retail a 7 ag oF —_ —— 
No. Color Keystone Retail sign Adjustable Reg., Short, 457 SS. 5.90 $6 b ‘cad Gaetan 
345 W 6.30 $7.95T.I. Long. Y 690 $8.95T.I ae ee 
46 Y 630 $7.95T.I No. Color Keystone Retail ’ xy eg., snort, Long. 
. ° oe 5 Ww 8.20 $10.95 T.| F Anit dD " No. Color Keystone Retai! 
Y 820 $10.95TI. ee eee a 478 W 6.30 $7.95 T.1. 
stone .30 pair. ; - 


g. 
I. . Color Keystone Retai! 

l. WwW 6.30 $7.95 T.!. 
I. 6.30 $7.95T.i. 
4 FLEUR 5/16" band with 


ta 
«AW 


H CELEBRITY Satin finish Ad- 
justable Reg., Short, Long. 
No. Color Keystone Retail 
347 W 6.30 $7.95T.\. 
348 Y 6.30 $7.95T.!. 





CECILE Black nylon cord 
with hook center Adiustable 


Color Keystone Retai! 

503 W 1.80 $1.95 T.! 
504 Y 1.80 $1.95T.1I 
PRISCILLA Black nylor cord 
with ratchet center Adjust 
able Long 

No. Color Keystone Retai/ 
512 WwW 2.40 $2.95T.! 
513 Y 2.40 $2.95 T.! 


DEBBY Black nylon cord 
with hook center and safety 
chain Adjustable Long 

No. Color Keystone Reta 
514 Ww 2.40 $2.95T.! 
515 Y 2.40 $2.95 T.! 
FANTASY Box chain wit} 
ratchet center Adjustabie 
Long 

No. Color Keystone Retai! 
520 Ww 3.70 $3.95 T.| 
521 Y 3.70 $3.95 T.!. 


BALLERINA Foxtai!| chain 
with hook center and safe- 
ty. chain Adjustable Long 
No. Color Keystone Retai! 
522 WwW 3.70 $3.95 T.! 
523 Y 3.70 $3.95 T.i. 
DIANE Double curved link 
chain with ratchet center 
Adjustable Long. 

No. Color Keystone Retai! 
524 WwW 3.70 $3.95 T.I. 
525 Y 3.70 $3.95 T.1. 


G SEVILLE Square link chain 


with ratchet center Adjust- 
able Long 

No. Color Keystone Retai! 
530 WwW 4.50 $4.95T.|1. 
531 Y 4.50 $4.95 T.}. 


| CHERIE Gibson chain with 


ratchet center Adjustable 
Long. 

No. Color Keystone Retail 
540 WwW 5.10 $5.95 T.I. 
54] Y 5.10 $5.95 T.1. 
LINDA Square Snake chain 
with ratchet center Adjust- 
able Long. 

No. Color Keystone Retail 
542 WwW 5.10 $5.95 T.1. 
543 Y 5.10 $5.95 T.\ 
NANETTE Square Snake 
chain with hook center and 
safety chain Adjustable 
Long. 

No. Color Keystone Retail 
550 Ww 5.50 $6.95T.}I. 
551 Y 5.50 $6.95 T.1. 
SYLVIA Double twist Snake 
chain with ratchet Adjust- 
able Long. 

No. Color Keystone Retail 
562 WwW 6.30 $7.95T.1. 
563 Y 6.30 $7.95T.1. 


L * | GODDESS Duofold Buckle 


Slimline 5/16” band with 
7/16" straight end Adjust- 
able Long. 

No. Color Keystone Retail 

580 W 8.20 $10.95 T.I. 
581 Y 8.20 $10.95 T.I. 
* + FINESSE Duofold Buckle 
Slimline Shimmering mesh 
5/16" band with 7/16” 
straight end Adjustable Long 
No. Color Keystone Retail 

582 W 8.20 $10.95 T.I. 


583 Y 8.20 $10.95 T.}. 


Hadley ladies fashion line watch bracelets. 


® Exclusive stone set bracelets in semi precious jade, 
pearls, scarabs, etc. 
New, trim, adjustable ratchet center catch. 
Safety chains on all hook center models except Cecile. 
Convertible model allows end fitting for baguette end 
watches. 
Universal end fitting for 5/16”, 3/8”, and 7/16” 
and 1/2” straight end sport watches. 
Duofold buckle adjusts to fit all wrists; slimline 5/16” 
band with 7/16” straight end. 


BARONESS Square Snake 
chain with Rhinestones Hook 
center with safety chain 
Screw type baguette end 
Adjustable Long. 

No. Color Keystone Retail 

585 Sterling 9.00 $11.95 T.1. 
COUNTESS Horseshoe link 
with Rhinestones Hook cen- 
ter with safety chain Screw 
type baguette end Adiust- 
able Long. 

No. Color Keystone Retail 


590 Sterling 9.70 $12.95 T.1. 


DUCHESS Square link with 
Rhinestones Hook center 
with safety chain Screw 
type baguette end Adjust- 
able Long. 

No. Color Keystone Retai! 
591 Sterling 9.70 $12.95 T.1. 
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Hadley gift sets, bracelets and photo-idents. 


® Distinctively styled for discriminating taste, 
Hadley gifts are ideal for that special occasion. 
Attractive gift boxes convert to other uses. 
New “Charmer” bracelet can accomodate any 
number of additional charms. 
Smart duofold buckle features on ladies and 
men’s photo idents in matching combinations. 


MEN’S & LADIES’ GIFT SETS 


MEN’S GIFT SET Watch move- 
ment cuff links with matching 
tie-bar with men’s adjustable 
expansion watchband. Band 
adjustable — Reg., Short, Long. 
Reusable men’s jewelry case. 
No. Color Keystone’ Retail 

792 Y 20.40 $22.95 


LADIES’ GIFT SET Scarab stone 
watch bracelet with matching 
cluster earrings and _ broach. 
Reusable ladies’ jewelry case. 
No. Color Keystone’ Retail 
793 Y 33.20 $35.95 
LADIES’ GIFT SET Scarab stone 
watch bracelet with matching 
pendant and earrings. Reusable 
ladies’ jewelry case. 

No. Color Keystone’ Retail 
794 Y 35.00 $37.95 


S. — Stainless Steel 
_ 10 K GF White 
Y — 10 K GF Yellow 


arene wi NN 
Wee 


D AVALON Basketweave de- 
sign Expansion Costume 
Bracelet Adjustable Reg., 
Short, Long. 

No. Color Keystone Retail! 
760 W 9.00 $11.95 T.I. 
761 Y 9.00 $11.95T.}. 


CELESTE Heart shaped de- 
sign Expansion Costume 
Bracelet Adjustable Reg., 
Short, Long. 

No. Color Keystone Retail! 
757 W 8.20 $10.95 T.1. 
758 Y 8.20 $10.95 T.}. 


CHARMER Charm Bracelet 
with 2 Top Hat Sterling 
Charms Expansion’ Reg., 
Short, Long. 
Color Keystone Retail 
S.S. 14.00 $18.95 T.}I. 
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A SOLID COLOR NYLONS — heat 


sealed, jacquard patterns, blive, 
tan, grey. 
No. Lgth. Width Keystone — 
“ 9,00 dz. 1.00 
9.00 dz. 1.00 
9.00 dz. 1.00 
L 11/16" 9.00dz. 1.00 


PATTERN NYLONS — heat sealed, 
solids, dots & stripe patterns, blue, 
tan, grey. 

No. Lgth. Width Keystone Retail 
902 R 5/8" 9.00dz. 1.00 
903 +L 5/8” 9.00dz. 1.00 


SUEDE NYLONS — heat sealed, 
black, grey, brow 
Lgth. Width Keystone Retail 
R 5/8” 11.90 dz. 1.00 
L 5/8” 11.90dz. 1.00 


PLAID NYLONS — stitched edges, 
assorted authentic tartan plaids. 
Loth. Width Keystone Retail 


L 11/16” 11.90dz. 1.00 


MYLAR VINYLS — Dupont mylar, 
heat sealed, Gold and Silver. 

No. Lgth. Width Keystone Retail 
920 R 5/8” 11.90dz. 1.00 
921 L 5/8” 11.90dz. 1.00 


SUEDE VINYLS — Non-crocking, 
heat sealed, Black, Red, Brown. 
No. Lgth. Width Keystone Retail 
922 R 5/8" 11.90dz. 1.00 
923 L 5/8” 11 90 dz. 1 .00 


LINEN VINYLS — heat sealed 
Black, Brown, White. 

No. ILgth. Width Keystone Retail 
924 R 5/8” 11.90dz. 1.00 
ae 5/8" 11.90 dz. 1.00 
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Hadley men’s & ladies’ leather bands 


® Leather bands are made of the finest 
quality leather to give years of satis- 
factory wear. 

® Each in distinctive blister package. 

® Regular lengths are adjustable from 
5%" to 642”. 

® Duofold buckle fits all wrists; fits all 
watches. 

® Universal end fittings for both men’s 
and ladies’ styles. 


A MEN’S FLAT MODELS E MEN’S UNIVERSAL END MODELS 
TOP GRAIN COWHIDE — Black, Adjustable — Long. 
Ginger, Tan, Grey. CALF Black, Brown, Mahogany. 
No. Width Keystone Retail No. Width Keystone Retail 
801 5/8” 13.80 dz. 1.29 845 5/8" 22.60 dz. 2.49 T.1. 
KIP CALF — Brown, Rust. SUEDE — Black, Brown, Grey. : 
No. Width Keystone Retail No. Width Keystone Retsil - Yh LB) 
811 5/8° 15.90dz. 1.49 846 5/8”  22.60dz. 2.49T.I. 3 P 
SHELL CORDOVAN — Black, 
Brown, Grey, Mahogany. ALLIGATOR — Black, Brown. 
No. Width Keystone Retai! No. Width Keystone Retail 
821 5/8" 21.00 dz. 1.95 865 5/8” 30.00 dz. 2.95 T.I. 


B oa" PADDED MODELS KIP F MEN’S DUOFOLD — UNIVERSAL 


LF — Charcoal Brown, Char- MODEL — Slimline — Adjustable 
- a Long. 

o. Width Keystone Retail SADDLE COWHIDE Black, Tan. 
822 11/16” 18.00 dz. 1.95 No. Width Keystone _ Retail 
AZTEC CALF — Black, Brown, 895 5/8” 54.00 dz. 4.95T.I. 
— ees _— Grey. SUEDE — Black. 

° Widt eystone Retail No. Width Keystone Retail 
841 5/8 22.60dz. 2.49 896 5/8”  54.00dz. 4.95T.I. 
ALLIGATOR — Black, Rust. LIZARD — Black, Brown, Grey. 
No. Width Keystone Retail No. Width Keystone Retail 
870 11/16” 37.50 dz. 3.49 897 5/8"  54.00dz. 4.95T.I. 

P MEN’S DUOFOLD MODEL — 
Cc pane Rg A. allt (Not Illustrated) Slimline — Ad- 
D ry a a — Long. — CALF Black, 
, rown. 
a — ae yy No. Width Keystone’ Retail 
: ; : 872 5/8" 36.00 dz. 3.49 T.I. 
— CALF — Black, Brown, 872 11/16" 36.00 dz. 3.49T.I. 
re 
No. Width Keystone Retail pat 


850 5/8” 28.80 dz. 2.79 
CORDOVAN — Black, Mahogany. 
No. Width Keystone Retail 
860 11/16” 30.00 dz. 2.95 


ALLIGATOR-LIZARD — _ Black, 
Tan, Grey. 

No. Width Keystone Retail 
861 5/8” 31.80 dz. 2.95 
SUEDE — Black. 

No. Width Keystone Retail 
871 5/8" 36.00 dz. 3.49 


ALLIGATOR — Black — Rust. 
No. Width Keystone Retail 
880 11/16” 42.60 dz. 3.95 


ALLIGATOR — Black — Brown. 
No. Width Keystone Retail 
890 5/8” 43.80 dz. 4.49 


G LADIES’ DUOFOLD — UNIVERS- 
AL MODEL — Slimline — Adjust- 
able — Long. Universal end fits 
all sport watches. Convertible 
end converts to baguette end 
watches (Part No. 400/14). 
SUEDE — Black. 

No. Width Keystone’ Retail 

885 5/16" 44.40dz. 3.95T.I. 
KAFALOPE — Red, Brown, Beige, 
Pink, Black/Gold. 

No. Width Keystone’ Retail 
886 5/16” 44.40 dz. 3.95T.I. 
LIZARD — Black, Brown, Grey. 
No. Width Keystone Retai 

887 5/16” 44.40dz. 3.95T.I. 
+ — Black/White perforat- 


No. Width Keystone Retail 
888 5/16” 44.40dz. 3.95T.I. 
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Hadley displays 


All displays are supplied 
FREE as selling aids for 
Hadley bands and brace- 
lets. Especially designed 
of either window or in- 


store use. 


BANDMASTER DISPLAY Holds 70 
men’s or ladies’ bands. Prepacked 
with order of 35 bands. 


SAMPLE CASE Holds 67 ladies’ 
bracelets; 36 men’s bands, 2 photo- 
idents; 1 Duo-ldent; 2 Costume 
bracelets, and 1 Charm bracelet 
with selvyt cloth, tool kit, Univers- 
al ends, Baguette ends, and Con- 
vertible ends. 


MEN’S DUOFOLD BAND DISPLAY 
Holds 6 bands. Used for Duofold 
leather bands. 


LADIES’ CORD BRACELET DISPLAY 
Holds 6 cords. Used for nylon and 
metal cords. 


MEN’S & LADIES’ LEATHER BAND 
BOOK Holds 5 dozen bands in dis- 
tinctive blister pack, 1/2 dozen to 
each page. 


NYLON and VINYL DISPLAY At- 
tractive Marlite display unit for 
either nylons, vinyls or a combina- 
tion of 1 piece straps; holds 6 
dozen. 


LADIES’ BRACELET DISPLAY Holds 
4 bracelets. Used for any Ladies’ 
tubular, expansions, chains, stone- 
sets. 


MEN’S DUOFOLD UNIVERSAL BAND 
DISPLAY Holds 4 bands. Used for 
metals, leathers, vinyls. 


LADIES SCARAB BRACELET ODIS- 
PLAY Holds 4 bracelets. Used for 
any scarab bracelets. 


LADIES STONESET GIFT BOX Dis- 
tinctive pop-up platform gift box 
for any stoneset watch bracelet. 


BLISTER PACK BOX Easy access, 
attractive box for leathers, and 
Duo-vinyls. 


MEN’S EXPANSION BAND DISPLAY 
a 4 bands. Used for any men’s 
ands. 


HADLEY PLASTIC BOX Smart, gift 
box holds any men’s or ladies’ 
metal bands. 


LADIES’ DUOFOLD UNIVERSAL 
BAND DISPLAY Holds 4 bands. 
Used for metals and leathers. 





Yours to Profit By 


Engine-turned, open-heart pendant with 
three-point diamond in dangle. In 14K yellow 
or white gold with 14K chain to retail for 
$23.95. From David G. Steven, Inc., 37 E. 47th 
Street, New York. 


| hie on 





Norelco “Golden Debutante” electric shaver 
by North American Philips Co., Inc., in aqua 
and gold color with bandbox display case. Skin 
guard prevents scrapes. Widely advertised. 
Free helps for retailers. $14.95. 
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“Diamond” coffee service in sterling silver 
by Reed & Barton. Ten-cup coffee pot, 4%- 
in. sugar bowl, 12-0z. creamer. The set retails 
for $275 FTI. Sterling-and-black-micarta tray 
for $42.50. 
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hice me ahi 














¢ art RE ga ae 






















x 
=. 
2 
\\\ \ 
\ 
WD) \ 
Wj 


ENTIRELY VW LOWEST PRICED 
ALL-TRANSISTOR RADIO EVER OFFERED 
WITH TRUE-TONE DYNAMIC SPEAKER 


Nationally Advertised 


ALL-TRANSISTOR 


SHIRT POCKET 
RADIO 


WITH GENUINE PIGSKIN 
LEATHER CARRYING CASE 
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SHRIRO 
SURE SELL 
PROMOTION 
FEATURE 





ACTUALLY SMALL AS A 3 


PACK OF CIGARETTES |- 


@ Self-Contained Loud Speaker 
@ Magnetic Earphone Available 
@ Magnificent Tone TT 
@ Private Wire Plug-in Receptical 2 
@ Beautifully Styled 

@ Inexpensive, Long-Lasting Batteries 

@ Sensational Value 


TRAFFIC-COMPELLING AD MAT 
AVAILABLE FREE WITH ORDER 


SHRIRO, INC. 


276 Fourth Avenue, New York, N. Y. 
“The HOUSE of PROMOTIONAL HITS” 
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Newly designed diamond strap model for 
day and evening wear with black suede strap 
and 18 diamonds set around the dial. From 
Eterna Watch Co., 677 Fifth Ave., New York. 
To retail for $275. 





The “Majestic” cigar box in sterling silver. 
Removable mahogany partitions convert it to 
a cigarette box for regular and king size. For 
$142. From Smith & Smith, North Attleboro, 
Mass. 





Single-diamond engagement and wedding 
ring are set with die-struck solid shanks. 
With or without the “Flip-grip” interlocking 
device. One of a new series from Karlan & 
Bleicher, Inc., 136 W. 52nd St., New York. 





The “Catalina,” one of Speidel’s new photo- 
ident bracelets for women. Available in black 
and yellow or white gold, and yellow or white 
gold and garnet. Advertised on “The Price Is 
Right” nationwide TV show. 
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Yours to Profit By 





“Ivy League” nylon watchstrap for spring 
and summer by Gemex Corp. In wide variety 
of colors and striped patterns to retail at $1.25 
each. Display assortment of 36 for $18; or 
72 for $30. 





“The Four Seasons,” Ronson’s new butane 
table lighter, styled in imported Wedgwood 
china. Instantaneous fueling, finger-tip con- 
trol for tall or short lights, “Posilite” action, 
odorless. Retails at $27.50. 





The “Accessorizer” jewel case has “dressup 
dial” on lid to show proper clothing and 
jewelry color combinations. Simulated polished 
leather. Black with red lining, brown with 
neutral. $5. By Babcock, Inc. 





The “Darien.” Mahogany case with gold- 
plated top and base. Brass numeral markers 
and hands, brushed silver-plated dial. Hour 
and half-hour strike. 10 in. high. For $55. 
Seth Thomas, Thomaston, Conn. 
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Original, Brand-New Styling 
Keyed for Volume Sales 


benaee EMP” 


Scandinavian Modern Design 


LIFETIME. STAINLESS 
STEEL FLATWARE 


EXTRA HEAVY WEIGHT 


Made to Make 

Money and Build 

Traffic For You 
AVAILABLE IN 50 pe. SETS 
SERVICE FOR 


8 ONLY 
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SHRIRO 
SURE SELL 
PROMOTION 

FEATURE 


MANA 
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HARMONIZING 


( FW 
Cy 4 PC. HOSTESS SET 
| 


TRAFFIC-COMPELLING AD MAT AVAILABLE WITH ORDER 


SHRIRO, INC. 


276 Fourth Avenue, New York, N. Y. 


“The HOUSE of PROMOTIONAL HITS” 
% Pat. pending. 
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RUNNING A 
SUCCESSFUL 
SALE 
IS AN ART 


By Manny 
Silverman 


IT WOULD TAKE AN ACT 
OF CONGRESS 10 CONDUCT 
THIS SALE! . . . 


BUT ...1 BELIEVE IT WOULD 
LICK THIS SO-CALLED 
RECESSION IN 6 DAYS. 


About one and a half years ago President Eisen- 
hower on a national television talk indicated his 
fear of growing inflation by admonishing people to 
stop buying and save more. People stopped buy- 
ing and put their money in savings banks. RESULT 
. . . the most money in savings banks in the history 
of our country .. . PLUS a recession due to this 
buying strike... 


Now if President Eisenhower were to declare a six 
day sale . . . national in scope .. . on a specific 
starting date . . . and invite all retail merchants to 
participate . . . and give these retailers the tools 
. . . (signs — pennants — banners — ad layouts, etc.) 
FREE! And if the advertising mediums (newspapers 
— radio — television) were to cooperate .. . | 
think if this is done successfully we can bring about 
a resurgence of employment and production that 
will go a long way to stop this recession cold! 


Remember . . . if only 5% of all monies in our 
savings banks were spent . . . it would delete ALL 
merchandise on ALL dealers shelves by 25%! 


We are doing this ourselves for many jewelers now, 
with our new sales campaign. We invite you to 
find out the particulars. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 
Telephone: PLaza 7-4693 
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Set of key ring, cuff links and cigarette 
lighter in gold tone with Chinese jade jewels. 
The lighter is thin, automatic, floodproof and 
has a lifetime wick and push-button refilling. 
From Elgin American. 


New repeater alarm from Phinney-Walker 
division of Semea Clock Co. features eight in- 
termittent rings followed by a continuous ring 
for the heavy sleeper. In tan, brown, blue or 
red. Retail $9.95 plus tax. 


New concept in table and desk lighters com- 
bines imported and domestic natural marbles 
with Zippo lighter. Lighters and bases finished 
in chrome. Models from $24.95 to $427.95. 
From the Roseart Co., Bradford, Pa. 
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GIFTS FROM EVERYWHERE 
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oz 14 
LA SALLE HOTEL (il) PALMER HOUSE 


® IMPORTED AND DOMESTIC MERCHANDISE FROM 28 COUNTRIES 

e DISCOVERY ROOM FOR THE NEWEST GIFTS AND IDEAS 

@® MORE THAN 1500 LINES @ 2 SHOPPING SUNDAYS 

® ANNUAL DINNER DANCE AND BINGO PARTY 

@ THE GIFT WORLD’S LARGEST DISPLAY OF GLASS & DINNERWARE — ANYWHERE! 


Eastern Manufacturers and Importers Exhibit, inc. 


220 FIFTH AVENUE, NEW YORK 1, N. Y. 
S. $. Sarna, President ® Jack B. Orenstein, Vice President © William E. Little, Managing Director 
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When a famous old jewelry store opens a new gift department, traffic 


increases and sales boom. And no wonder—the new second floor is so 


spacious that customers can see and handle every single item 


Shreve’s new Steuben Glass Room has blue-gray walls and blue-green upholstery 


One hundred per cent visual display 


® PROPER BOSTONIANS may have been startled 
when the gift department at Shreve, Crump & 
Low was whisked “overnight” from the basement 
to the second floor, but sales have shown that they 
like the change. They bought 50 per cent more 
gifts last December than the previous December 
from a stock that was almost the same. 

Shreve’s had known for a long time that the 
old basement quarters were inadequate. Cus- 
tomers had not been able to move about freely or 
to examine and pick up the items they were in- 
terested in. Yet until space was available, the 
store could only plan carefully and wait. 

When a second-floor tenant vacated, they had 


86 


their plans made and were ready to move their 
gifts and antiques upstairs. The actual move took 
place over a single week end, which made it seem 
“overnight.” There was no interruption of busi- 
ness. Careful pre-packing and use of the freight 
elevators kept their customers undisturbed. 

The opening of the new gift department was 
timed for a few months before Christmas to take 
advantage of the peak season. The public had 
been alerted by a picture story in the magazine 
section of a Boston Sunday newspaper. When 
customers arrived on the second floor by way of 
the passenger elevator or the wide staircase, they 
were happily impressed by the spacious feeling 
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by Albert C. Smith 


Open fixturing prompts 
extra purchases. The 
crowded quarters of the 
former gift location did 
not permit such eloquent 
display treatment as that 


shown here. 


and the well lighted, open display of merchandise. 
Nothing was crowded together. Yet there was a 
large assortment to choose from. 

The new second floor includes three rooms with 
more than three times as much space as the old 
department occupied. One room displays gifts; 
another is for antiques. The third has been given 
to a new and separate operation, a room devoted 
to Steuben glass. A unified floor plan creates the 
impression that all three rooms are a single spa- 
cious area of fine gifts, equal in size to the gift 
shop area of fine department stores. People walk 
easily from one room to another, eager to see 
everything there is. 

Careful attention has been given to every visual 
detail. Fixtures for display are open and un- 
cluttered, so all the items can be easily seen and 
even handled. A tasteful arrangement of furnish- 
ings softens the plain simplicity. A chair, a coffee 
table, a leafy plant are placed where they will 
please the eye and add a home-like touch. Every- 
where there is the same feeling of light and space 
which makes the gift shop modern and up to the 
minute. 

Such thoughtful planning in every portion of 
the display has brought results. People like what 
they see and they come by couples and family 
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groups to browse and to shop. Men who came 
along because they could not get out of it find 
themselves interested in the new displays and 
they are making themselves heard in the final 
selection. The store has seen more of young college 
people too, as well as young marrieds, seeking 
gifts for friends. 

Most buying is in a price range from $5-$100. 
The store tries to have something to please any- 
one who may come in. They see commuters, office 
workers, career people and homemakers, people 
from every income bracket. The actual selection 
of gifts includes Swedish glass, porcelain figur- 
ines, pewter, brass, stainless steel tableware and 
selected lamps and vases. 

Replacement, of course, is important in any 
carefully organized display where most of the 
merchandise is on view. Shreve’s has found it 
so important that they have a non-selling staff 
member on the floor at all times to replace items 
which have been sold. A sales person might be 
busy with a customer and forget to replace some- 
thing or she might attend to replacement at the 
expense of her service to the customers. 

Getting people upstairs to look at the new gift 
displays was no great problem on the first day 
nor for some days after that. Curiosity and in- 

(please turn page) 
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This clever figurine display 


greets customers entering 


the new gift floor of Shreve’s, 


Boston. What a gay, modern 


atmosphere to shop in. 


VISUAL DISPLAY (concluded) 

terest were bound to keep people coming at the 
start. But what about the lull after that? Shreve’s 
had been careful to plan for that too. They 
brought their watch and jewelry repair upstairs 


to the second floor to help keep the traffic flowing. 
Hardly a customer can miss seeing the new de- 
partment at some time or other. 

And what has happened to the old basement 
meanwhile? As you might expect, the space had 
long been coveted by the store’s service sections. 


Each corner and each curve 
in Shreve’s new gift and 
glass department contributes 
some bit of selling appeal. 
Note this delightful half- 
circle niche near the buyer’s 


office. 


With the gift department once out of the way, 
shipping, stock and display could expand and be- 
come better coordinated in the basement. 
Expansion at Shreve, Crump & Low has brought 
prestige and profits too. They now have a gift 
department that any store would be proud to own. 
And customers are buying more gifts, mainly 
because every detail of the new operation was 


thought out in advance with nothing left to chance. 
gaa 
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Exclusive National Distributors DIRICO INCORPORATED P. ©. BOX 231, NEW YORK 13, N. Y. 





e Vacations and outdoor fun—to these things 
most people’s fancy turns during the summer 
months. 

Let’s put that flavor into our windows. Let’s 
be gay and colorful and relaxed. It’s easy to do 
so with the merchandise we carry .. . bright, 
cheerful china and glassware, salad bowls, cas- 
seroles and beverage sets for informal dining... 
toasters, waffle irons, sandwich grills and the new 
right-at-the-table cookers for summer meal pre- 
paring. 

For those who are off to the seashore or the 
mountains we have luggage, portable radios, 
watches, costume jewelry, wallets, compacts, 
travel clocks. 

Let’s put flowers and foliage and green growing 
plants both in windows and in store. Blues and 
greens are restful and relaxing; reds and yellows 
are cheerful and gay. Let’s use all these colors 
plentifully—and get all the “good” out of the 
good old summertime. a8 8 
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making 
windows 


“summer-timely” 


by Virginia Dixon 











Automobile road maps, available from service stations, make an inter- 
esting and no-cost background for this display of watches, portable 
radios, traveling clocks and other vacation items. One large road map 
TURN PAGE FOR MORE IDEAS with copy hand-lettered on it is placed against the background wall. 
Other maps are used to cover the floor pads and elevations, including 
the slender cylinders on which strap watches are displayed. 
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He's an F-P’man! Towle gives him real protection. 


Even in today’s disturbed markets, many of ‘Iowle’s Their own experience proves that these measures reap 
F-P dealers are enjoying increased sales and profits. All rich harvests: 

signs point to even greater increase. 1. Maintenance of adequate stock of Towle Sterling 
Towle’s long-standing profit protection policy has never Flatware and Holloware. 2. Sustained advertising 
been dependent on fair trade laws. Towle sells only of ‘Iowle Sterling Flatware and Holloware. 3. Full 
to its franchised dealers—and gives them the *FULL display and promotion of ‘Iowle Sterling Flatware 
PROFIT and *FULL PROTECTION they deserve. and Holloware. 4. Aggressive, supervised selling 
Towle does not franchise wholesalers, or retailers who efforts of Towle Sterling Flatware and Holloware. 
act in the capacity of wholesalers by re-selling Towle It all adds up that the safe and sure way to success is 
merchandise to other dealers, or discount houses. to support the sterling line that has the broadest accept- 
But it takes elbow grease to keep a suit of armor shining ance in the industry by consumers. 

and effective. That’s why ‘Iowle’s F-P dealers make 

sure they capitalize on the advantages of their franchise. TOWLE SILVERSMITHS + Newburyport, Mass. 


o- 
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A decorative bird cage is suspended from 








the window ceiling in this vacation display 





while its presumed occupant flies off into 





space complete with tiny suitcase! A small 





stuffed bird or a papier maché or even a 
paper sculpture one can be used, but it 


should be colorful. Vacation merchandise is 





arranged on the window steps with jewelry 





in the foreground on a frame laced with 
colored ribbons. Copy is on scroll against 


the background. 





Matchstick curtains, fitted to your window 
background, make an attractive summer 


setting for china and glassware patterns. 





The matchstick draperies are easily avail- 





able in colors or in natural straw tones. 
Straw place mats are used for place set- 


tings in the foreground and window boxes 








of growing greenery are placed at the rear. 





Merchandise is arranged on step elevations. 





Shadow boxes and square elevations hold 





groupings of tableware. Harmonizing pat- 
terns in china and earthenware and crystal 
can be combined for variety and interest in 
your table settings. Copy is formed with 
cut-out letters arranged on the window 
floor. The shadow boxes can be simply con- 
structed, box-like affairs painted in colors 


to harmonize with the china patterns. 
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A large part of our sales 
are Stainless Steel,” 


says Ernest Holm, Partner* 
J. Vic Brown & Sons, Fairbanks, Alaska 


United States Steel Supply—Warehouse Distributors 


J. Vic Brown & Sons is regarded as the top jewelry store in 
Alaska. Mr. Ernest Holm says, “Considering the fact that 
we sell dinnerware, sterling, custom-made jewelry, jade, 
diamonds and other lines common to a jewelry store, our 
Stainless Steel flatware sales have attained a very substan- 
tial percentage of our total volume. 

“There are two big reasons for Stainless Steel’s tremen- 
dous popularity: beauty and durability. Just like any- 
where, folks up here want to be gracious and sensible. They 
buy Stainless because it wears better and doesn’t have to 
be pampered.” 

Stainless Steel flatware looks elegant all the time. Give 
it good display. Watch the sales go up. 


USS is a registered trademark 


United States Stee! Corporation—Pittsburgh 
American Stee! & Wire—Cleveland 
National Tube—Pittsburgh s 
Columbia-Geneva Steei—San Francisco UJ n ; t a 1 St at B & St fe e 
Tennessee Coal & iron—Fairfield, Alabama 


United States Steel Export Company 





WOODLAND 


RETAIL PRICE, S-PIECE PLACE SETTINGS: CELESTE $21.75: CYNTHIA $19.75: WOODLAND $21.75 


3 brilliant new Royal Worcester patterns 


to spur your bone china sales! 


CELESTE— Royal Worcester’s graceful, hand- 
some coupe shape adorned with twinkling blue 
stars and just a suggestion of the golden rays of the 
morning sun. The star centers are jewelled with 


gleaming raised enamel. 


CYNTHIA—Elegant simplicity is the term which 
probably best describes this classic pattern. The 
rim is resplendent in a pure, clean, middle-tone 
blue of great beauty and distinction, edged with 
twin gold bands. 


WOODLAND—A cluster of spring flowers in 
subtle shadings of blue, pink, gray and yellow 
forms the “centerpiece”’ of this delightful, easy-to- 
live-with pattern. The rim is banded in aqua blue, 
circled with an inner and outer golden ring. 


Kay Wruler 


OF ENGLAND 
LONDON WORCESTER. ENGLAND NEW YORK 


11 East 26th Street, New York 10, N. Y. 
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“Rhythm Classic” in Franconia china from 
Bavaria; on rim shape, link chain border in gold 
with brown ivy; gold, beige edge bands; 5-pe. 
setting $13.95 retail. From Herman C. Kupper, 
Inc., of New York. 


Cy ey ye 


¥% 


Part of new series of accessory items in crystal 
from Sweden in “Airtwist” design is this sand- 
wich tray, 12 in. in diameter; it may be retailed 
for $12. Imported by D. Stanley Corcoran, New 


York. 


Swaying grasses and wild flowers in gray and 
light blue make up “Blue Grass” pattern in Care- 
free line of china; 5-pce. place setting may be 
retailed at $7.95. By Syracuse China Corp., Syra- 
cuse, N. Y. 
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fashions 


Three-in-one breakfast set in pewter is one from 
new group of 30 accessory pieces introduced by 
International Silver Co., of Meriden, Conn. The 
cream, sugar and coffee set, $17.50 retail. 


In Webb crystal from England, “Victoria and 
Albert” design originally made for royal yacht, 
cut in sweeping planes; the goblets may be re- 
tailed at $150 a dozen. Fine China Associates, 


Inc.. New York. 


Charming new figurine in Doulton bone china 
from England is this “Love Letter,” carefully de- 
tailed and colored by hand; 5 in. in height, it 
may be retailed at $65. From Doulton & Co., Inc., 
of New York. 








herman c. kupper, inc. » 39-41 west 23rd street - new york 10, n. y. 
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OUT OF EVERY DOLLAR 


spent on jewelry, watches, 


camera equipment is spent 
by households that read 


, ~~ ‘44 P <— 
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The [0d3 market buys more... 


Now you can evaluate LIFE’s audience in terms of what it spends 
for the type of products you sell . . . thanks to LIFE’s Study of 
Consumer Expenditures, the most complete analysis any medium 
ever made of its audience’s purchasing power. 


A single issue of LIFE reaches ... 
e 15,320,000 households 
e 31% of all U.S. households 


e households that account for 42% of all jewelry, 
watch and camera expenditures 


...cthis makes LIFE households your best prospects. 


That’s why... 





Retailers and Advertisers rank LIFE first 


Retailers of jewelry, watches, camera equipment use advertising in 
LIFE most often for store tie-in displays . . . by actual count, 3 to 1 over 
the next leading magazine. 


And these retailers use Advertised-in-LIFE tie-ins most often within 
their own newspaper ads... 8 to 1 over the next leading weekly magazine. 


Advertisers of jewelry, optical goods and cameras invested more for 
selling in LIFE in 1957 than in any other magazine . . . and again in the 
first quarter of 1958. 


Sources: Audits 
and Surveys, 


A.C.B., P.LB. How about you? ai oe 





Promote these brand names advertised in 
to get your share of what LIFE readers spend 


Admiral Television 

A. G. Voightlander Cameras 

A. H. Pond, Inc., Keepsake 
Diamond Rings 

American Luggage Works 

Argus Cameras 

Brite Manufacturing Co. 
Watch Bands 


Burroughs Corp. Buxton 


Carter’s Ink 
Columbia LP Records 
Crown Luggage 
DeBeers Consolidated Mines, 
Diamond Rings 
Eastman Kodak Company 
E. H. Tate, Mounties 
Esterbrook Pens 
Eversharp Pens 
Feature Ring Company 
Ferber Pens 
Foster Grant Sunglasses 
Foster Metal Products, 
Men’s Jewelry 
General Aniline & Film 
Corporation, Ansco 
General Electric 
Lamps 
Automatic Washers 
Flashbulbs 
Coffee Makers 


Jewelry Advertisers— January-June 


1958 


Irons 
Television 
General Time, Westclox 
Gillette 
Greystone Corporation 
Hallmark Cards 
J. R. Wood & Sons, 
Artearved Jewelry 
Keystone Cameras 
Longines-Wittnauer Watches 
Magnavox 
Manco Watch Strap Company 
Master Photo Dealers and 
Finishers Association 
McGraw Edison Toastmaster 
Mercury Radio & Television 
Corporation 
Merit Manufacturing 
Company, Sunglasses 
Norcross Greeting Cards and 
Gift Wrappings 
Norelco Electric Shavers 
Notions Accessories Mfrs. Co. 
Novo Card Publishers 
Olivetti Corporation 
Opti-Ray Sunglasses 
Orradio Industries 
Otarion Listeners 
Paillard, Inc. 
Pfaff International 
Philco, All Products 


Because of last-minute changes, some items may be omitted. 


Plastic Contact Lens 
Company 

Polaroid Corporation 

RCA 

Regina Corporation 

Remington Rand Elec.Shavers 

Revere Cameras 

Ronson Lighters and 
Accessories 

Schick Powershavers 

Scripto Pens 

Sheaffer Pens 

Shwayder Bros., Luggage 

Shuron Optical Company 

Singer Sewing Machines 

S. M. Frank Company 

Smith-Corona Regular 
Portable Typewriters 

Sonotone Hearing Aids 

Stetson China 

Swank Men’s Jewelry 

Sylvania Electric Flashbulbs 

Tucker Plastic Housewares 

Tuckersharpe Pen Company 

Underwood Typewriters 

Washington Forge Cutlery 

Webcor 

Western Auto Supply TV 

White Sewing Machines 

Windsor Pen Corporation 

Zippo Lighters 





Lable-top 


Round, footed compote with openwork edge is 
made by Schumann of Bavaria and decorated with 
the “Rosedale” pattern; 71% in. in height, it may 


retail for $8. From Ebeling & Reuss Co., Phila- 


delphia. 


In Fairwood china by Schoenwald, Bavaria, is 
this “Wedding Band” pattern, a classically simple 
gold band at the edge; 5-piece place setting retails 


at $13.75. From H. E. Lauffer Co.. Inc... New York. 


New “Feather Flair’ design in Baronet Ba- 
varian china has shoulder circlet of gray feathers 
with highlights of pink and black; 5-pc. setting 
$8.95 retail. From Fisher, Bruce & Co., Philadel- 
phia. 
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“Classic Gold” decoration shows gold band done 
on new “Fascination” shape in complete stemware, 
to retail at $3.25 for each stemmed piece; 8-in. 
plate $4.50. By Fostoria Glass Co., Moundsville, 
W. Va. 


Electric samovar in solid brass, silverplated in- 
side, has immersion unit, detachable cord. Of 
80-0z. capacity, it may be retailed for $80 plus tax. 


By Maxwell-Phillip Co., Inc., New York. 


i” pattern is an under- 


“Williamsburg Potpourr 
glaze multicolor print done on the Queen’s shape 
in Queensware; five-piece place setting may be 
retailed at $9.50. Josiah Wedgwood & Sons, Inc., 


New York. 
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(Advertisement) 


New matching Flatware and Holloware — 
today’s unexplored opportunities 
for selling more Sterling Silver 








Duchess Chantilly Gravy Bow! with Celeste Celery, Olive or Pickle Dish, 


Attached Tray, $29.75... Matching $29.75 ... Matching Olive or Pickle 
Chantilly Gravy Ladle, $13.75 Fork, $5.75 
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(Advertisement) 


by Walter Blatter 


Buyer of Fine Jewelry and Silverware, 


The Halle Bros. Co., Cleveland, Ohio 


I predict a renaissance of coordinated selling of matching 
flatware and holloware. 


Contrary to the trend of declining interest in the 
ownership of sterling silver holloware among today’s 
homemakers, particularly the young homemakers— 
I feel that a line of holloware accessories patterned 
after the best-selling flatware patterns is something we 
retailers can use to build more sterling silver sales. 


Some manufacturers have already begun experiment- 
ing with such a line. The Gorham Company, for in- 
stance, now makes matching holloware in five of their 
best-selling patterns: Chantilly, Strasbourg, Celeste, 
Stardust and Buttercup. We feel that sales of these pat- 
terns have benefited considerably because of the avail- 
ability of matching holloware. And, we’ve been very 
successful with the holloware items, making a con- 
scious effort to sell them to customers whom we know 
own the matching flatware or are buying a gift for 
someone who owns the matching flatware. 


Shown on this page are several examples of the attrac- 
tive and logical way coordinated flatware and holloware 
can be sold together. A gravy ladle and a gravy bowl 
—a pie plate and a pie server—the possibilities are 
numerous. You will notice that the holloware items 
shown are on the inexpensive side. To be successful, 
any line of matching holloware must be keyed to 
today’s living and gift-giving. 


Here’s how we have successfully promoted and sold 
these coordinated flatware-holloware pieces: 


1. We display them together for twice the traffic- 


Buttercup Bonbon Dish, $12.75... 
Matching Bonbon or Nut Spoon, $6.00 
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Stardust Sandwich or Cake Plate, 
$25.00... Matching Pie or Cake 
Server, $12.50 


stopping impact. One shopper stops to look because 
she likes the holloware. Another stops because of the 
flatware. Both are better prospects for a sale when they 
see how beautifully the pieces go together. 


2. Our salespeople show the matching pieces to cus- 
tomers shopping for flatware. Seeing the pattern re- 
peated on a bowl or candelabrum often helps a cus- 
tomer make up her mind to buy the pattern. 


3. Our salespeople also make a point of suggesting 
matching accessories as a gift wherever appropriate. 
For gift-givers, especially those shopping for a bridal 
gift, the matching holloware pieces are an inspiration. 
Some customers feel that a gift of holloware ‘looks like 
more’ than a flatware gift, and when we can show them 
holloware in the same pattern, our selling job is easier. 
We don’t feel that we have lost a flatware sale, rather 
that we have made an extra sale since the flatware 
service will eventually be filled in by other gift-givers 
or through self-purchase. 


4. We keep a file of all our customers’ pattern selec- 
tions. To those whom we know have a flatware service 
in any of the Gorham holloware-matched patterns, we 
occasionally drop a card suggesting an addition to 
their holloware collection. 


This last point is a big one in favor of matching hollo- 
ware as far as I’m concerned. You don’t have to say 
goodbye to the customer after you sell her a complete 
flatware service. She stays a prospect longer! 


Matching holloware provides endless possibilities for 
extra sterling selling. I’m all for exploring it further! 


Strasbourg Sugar and Cream, $29.75 
..+ Matching Sugar Spoon, $7.50 


ALL PRICES RETAIL 





aaa is a leading choice of 
brides-to-be. This fact is written in 

the bride’s registers of leading Jewelry and 
Department stores across the country. 


Brides go for Syracuse china because Syracuse 
goes after the bridal market on every score: 


© Continuous full color ad campaigns in bridal 
magazines plus the home and women’s magazines that 
brides read most. 


¢ Practical promotions, planned from the retail 
point of view. 


© Consumer-tested patterns with proven sales appeal .. . 
for greater turnover and profit. 


© Superb quality and beauty of Syracuse china itself. 


There’s a tremendous marriage boom shaping up, 
now that the wartime baby boom is growing up. 
These brides will say “I do” to you... 

if you promote, display, sell Syracuse. 


SYRACUSE CHINA CORPORATION ~* Syracuse 1 * New York 
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Popular “Buttercup” pattern in yellows and 
greens appears on this covered butter dish in 
Spode earthenware; a quarter-pound in size, it 
may be retailed at $8. From Copeland & Thomp- 
son, Inc., New York. 





Richly cut panels make up this new “Innisfail” 
pattern in heavy Irish lead crystal by Waterford. 
The goblet may be retailed for $132 a dozen. Im- 
ported by the Geo. Borgfeldt Corp., of New York. 





“Blue Sprays” pattern on English bone china 
is reproduction of a design from the Dr. Wall 
period of Royal Worcester, circa 1770; 5-pe. set- 
ting $21.75 retail. Worcester Royal Porcelain Co., 
New York. 
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Artichoke plate in lightweight, white earthen- 
ware deeply embossed, has wells for dressing and 
petals; 91% in. in diameter, they may be retailed 
for $24 a dozen. From Bertson House, Ltd., of 


New York. 
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“Classic Scroll” border design on coupe shape 
shows brown scrolls and tiny turquoise blossoms, 
finished with gold edge line; 5-pc. setting retails 
for $22.75. By Castleton China, Inc., New Castle, 
Pa. 


New Provincial-style pepper mill is 5-in. high 
and is available in walnut, maple, white, ma- 
hogany or ebony black; with salt shaker, set may 
retail for $7.95. By Verity Southall, Ltd., Alta- 
dena, Cal. 
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THE FINE ENGLISH 
DINNERWARE 


Spode 


Coffee Pot in Fleur de Lis 


Fleur de Lis 
Brown or Blue 


a 


ic: eS y 
a 
ghey Coee SS 
Preteen ontene ate S 


in Earthenware 


Fleur de Lis 
Gray with 
Platinum edge 


in Bone China 


The extra pieces that Spode makes mean extra 
sales to every one of your Spode customers. 


Copeland & Thompson, Inc. 


206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 








Koval Houlton 


‘sil-tc hal Ml -tclel-ta-jalie 


Shown, Coronet, 5-pe. setting, $17.95 retail 


Royal Doulton leads the field . . . in design, in 
advertising, in sales. The first English china 
company to design for the American market, 
Royal Declan has the biggest advertising 
budget . . . is tops in bone aes sales. All of 
which means a greater profit potential for you 
Watch for Royal Doulton advertising in BETTER 
HOMES & GARDENS, HOUSE & GARDEN, HOUSE 

NS, BEAUTIFUL, LIVING FOR YOUNG HOMEMAKERS, 

vesnel BRIDES MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY and SEVENTEEN. 


DOULTON & CO., INC., 11 EAST 26TH STREET, NEW YORK 10, WN. Y. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 


dinnerware and glassware field. But two 
things have remained relatively stable— 
prices and methods of distribution. 

Manufacturers and importers of quality table- 
ware have not let prices be footballed around. 
And, by and large, they have kept their wares out 
of discount houses. A little, it is true, has crept 
in here and there. But the situation in china and 
glass is not even remotely comparable to that 
which exists in many other lines of jewelry- 
store merchandise. The jeweler who carries table- 
ware can almost invariably count on a full and 
profitable markeup. 

These comforting facts should make you pause 
and think if you are one of those who carry no 
china and glass, or carry only limited amounts. 
Especially if you have been caught in the recent 
price debacle in the electrical-appliance field, you 
should be thinking of developing other lines. In 
fact, that is one of the things you must do if you 
are to operate at a profit. 

So what more natural than to turn to dinner- 
ware and glassware? Here is merchandise that 
belongs with the store’s lines of flatware. It is 
merchandise that is half-sold before it even 
reaches the store, through widespread national 
advertising. It is merchandise whose makers back 
it up fully with sales and promotional aids. It is 
merchandise which attracts traffic. And it is 
merchandise whose brand names are magic to 
every woman who owns or hopes to own a dining 
table. 

Add to all this the stability of price structure, 
and you have something that will really build 
your profits. This is true whether you sell for 
cash or on credit, as many other jewelers have 
already found out. 

So what are you waiting for? 


Me CHANGES HAVE TAKEN PLACE in the 


T A MEETING HELD APRIL 29 in New York by 
the China, Glass and Pottery Association of 
America, Inc., it was voted to hold a china, glass, 
tableware and gift show next Jan. 4 to 9 in Con- 
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vention Hall, Atlantic City, N. J. The George F. 
Little Management has agreed to manage the 
new show, which will be co-operative in operation. 

The association had, in the beginning, hoped 
that its show would take the place of the tradi- 
tional china and glass exhibits held in Pittsburgh 
each January. Many of the exhibitors at Pitts- 
burgh, notably the domestic manufacturers, are 
not in agreement with the move, however. They 
prefer not to leave Pittsburgh, and so, as this is 
written, it seems likely that January, 1959 will 
find a split market, held at approximately the 
same time in the two locations. 


R. T. Moore, 
President, 

Fisher, Bruce 
& Company 


ISHER, BRUCE & CO., 219-221 Market St., Phila., 
importers and distributors of European din- 
nerware lines and glassware, have been reorgan- 
ized following the recent death of E. Monroe 
Fisher, president of the company since 1927. 

The new president is Raymond T. Moore. He 
joined the company in 1916, and since 1944 has 
held the position of secretary-treasurer. J. Lewis 
Woodland is the new vice-president. For the past 
12 years he has been assistant to the late Mr. 
Fisher. 

Herbert F. Oehlers, who has been credit man- 
ager since 1945, succeeds Mr. Moore as secretary- 
treasurer. William F. Little, who has been with 
the company since 1911 and has had charge of 
customers’ service, traffic and transportation, is 
also named vice-president. 

Fisher, Bruce & Co. was established in 1872 by 
Samuel Fisher, grandfather of the late E. Monroe 
Fisher. It was incorporated in 1923, and for the 
past 30 years has been developed as the exclusive 
American representative of leading suppliers in 
England, Scandinavia and the Continent. The 
lines offered are earthenware, chinaware, bone 
china, ironstone, teapots, majolica and Swedish 
crystal. 


HE IMPERIAL GLASS CORP., of Bellaire, Ohio, 

has announced the acquisition of another well- 
known old name in the glassware business—A. H. 
Heisey, of Newark, Ohio. Imperial has bought 
all of the Heisey assets, including molds, etching 
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“ANGEL LEAF”’. . . 5-piece setting, $10.95 “GREEK KEY”. . . 5-piece setting, $18.50 
“ARZBERG WHITE” . . . 5-piece setting, $7.95 
The dramatic simplicity of contemporary design, 
in china that has earned 
sales and honors with equal ease. 
H. E, LAUFFER CO.,INC., 230 Fifth Avenue New York 1, N.Y. 
Creators of famous Design 1 
and Design 2 stainless steel 


FAIRWOODS 


““FAIRWOOD WHITE” . . . 5-piece setting, $8.75 


WINNER OF THE FIRST PRIZE ANO GOLD MEDAL FOR EXCELLENCE 
OF DESIGN .AT THE 1957 TRIENNALE, MILAN, ITALY 





































plates, formulas, patents, and customer lists, and 
is moving them to the factory in Bellaire. 


ACQUES JUGEAT, president of Intercontinental 

Distributors, Inc., New York, has been ap- 
pointed sole distributor in the United States 
(with the exception of the West Coast) for Daum- 
Lalique, French crystal manufacturers. Daum- 
Lalique was formerly represented here by the 
French Glass Co. It has also been announced that 
Georges Blum, has joined Intercontinental as vice 
president. Mr. Blum is a former vice president 
of both Daum-Lalique and the French Glass Co. 


ACKSON INTERNATIONALE, New York, distribu- 
tors of imported and domestic china and 
glassware, is sponsoring a contest for its retail 
customers and for sales personnel in the stores. 
Purchaser of any of the Jackson products will re- 
ceive an Official entry blank at the time of pur- 
cuase, and simultaneously the salesperson will fill 
out her own entry. Seven prizes will be awarded 
in each category, the first prize to customers be- 
ing a round-trip flight for two to the Brussels 
World Fair followed by a helicopter flight to 
Paris. First prize to salespeople will be $250 in 
U. S. Government bonds. The contest closes Sept. 
15. 


HIS IS A VIEW of the spacious new showrooms 

recently opened by the George Zoltan Lefton 
Co., Chicago importers of china and earthenware, 
in Space 1555 at the Merchandise Mart. Decora- 
tions and display fixtures all carry out the Far 
Eastern effect. In addition to the showrooms, the 
company has just acquired new general offices 
and warehouse facilities at 3622 S. Morgan St., 
Chicago. 


| gana M. HOUSE, JR., has been named director 
of design for Lenox Plastics, Inc., subsidiary 
of Lenox, Inc., of Trenton, N. J. Mr. House was 
formerly design director for Vernon Kilns, Los 
Angeles. Bee 
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HAVILAND AND CO 


$35 Fitth Avenue. New York 17. WN. Y 
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SHOWTIME 
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DATELINE: EAST ORANGE, NEW JERSEY 


THE JOLLY TAR has 


smooth selling with Kensington 


The Jolly Tar attracts customers by featuring Kensington in high-traffic window, and sells them with full-line in-store display. 


Mr. Robert B. Hayman, Manager of The Folly Tar, East 
Orange, N.J. gift store, likes the way Kensington sells. 
“Tt sells itself,” says Mr. Hayman, “‘and stays sold.”’ This 
statement is echoed by stores all over the country. 
Kensington stays sold because it is the trouble-free gift line. 
It never wears out, never tarnishes, never stains, never 
needs polishing. Kensington makes happy, satisfied cus- 
tomers and that means additional sales and profits. 
Check the Kensington story now. Mail the coupon today 


OF NEW KENSINGTON, PENNSYLVANIA 
A DIVISION OF WEAR-EVER ALUMINUM, INC. 
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and find out how you can enjoy plus profits and prestige 
with Kensington. Aensington is not subject to luxury tax, and 
1s sold direct to you. 


KENSINGTON 
Wear-Ever Building, J-2, New Kensington, Pa. 


Please send full line Kensington catalog and ordering 
information. 


Store 
Address. 


City- Zone State___ 


; Name 
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SELLING CHINA (continued from page 44) 


that by now have saturated the area. In recent 
years, I have added to my repertoire chats about 
silver and crystal. 

When I am invited to make one of these talks, 
I take along dinner plates of most of the prime 
patterns and show them under the guise of illus- 
trating basic style and design themes. Always, 
though, the commercial aspect is minimized. I 
don’t mention price. When a listener inquires the 
price of a pattern, I refuse to tell. And I get away 
with it. Not only does my reluctance to be com- 
mercial prompt the curious to come into our store, 
but it’s one reason, I’m sure, why I’ve been asked 
to come back for other lectures. 

By the way, anyone who says men don’t care 
about china is dead wrong. I have appeared be- 
fore a dozen men’s groups; and they’re always 
keenly interested. Also, men are more likely to 
be impulse buyers—which often means prompter 
sales. 

Exhibits, lectures and sincerity are the main 
factors in our becoming the principal fine china 
outlet of this area. Now I’d like to mention a few 
other things that have helped. 

First, we handle several top quality lines with 
a deliberate emphasis on one of these lines. Here, 


-_—— — ——— 


Patanefeltientete 
e% ~rry 4 a 
STELLA 
b 4 A 4d 


Fine china from Sweden 


EBELING 


ESTABLISHED 1886 
Main Office: 707 Chestnut Street, Philadelphia 6, Pa 


Cultivating the Teens: Author makes friends with high 
school students by presenting annual award of a watch 
to girl who shows most progress in typing during the 
year; inviting classes to his store for unusual exhibits of 


fine china. 


as in other departments, I feel it is important to 
be important to at least one manufacturer. 

Fully 90 percent of our china business comes 
from the most expensive lines. It’s a fallacy to 
assume that expensive merchandise is only for 
the wealthy. This simply is not true. The vast 
bulk of our sales are to the middle income group. 
Once you educate them about quality and acquaint 
them with deferred payments, you have paved 
the path to sales. 

Which brings up the subject of credit. Natu- 
rally, you must show the ease with which a prod- 


A e choose to call this sensible 
modern. Free, uncluttered 
lines which adhere to bask 
good design and avoid the ex 
treme which becomes tire 


some 


5 piece place setting, 
featuring a 10 
oversize dinner 
plate, $9.95 Retail 
Open Stock, of 
course. 


We will be happy co 
send a complete price 
list. 


& REUSS CO. 
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uct can be owned, and credit is the answer. But 
our advice is: Don’t use that word “credit.” Use 
some more palatable term, such as “deferred pay- 
ments” or “club plan.”” When we promote china, 
we fill the windows with place settings; and with 
each we use a good quality sign inviting people 
to join our China Club. Also we run an ad in our 
weekly telling the same story, and send out a mail- 
ing to remind them again. 

Unless there’s a real depression, I am convinced 
that our china business will continue to grow 
right along with the population in our area—as 
iong as we continue to think and act like progres- 
Slve, aggressive businessmen instead of grocers’ 
clerks passively ready to wrap up a dozen eggs! 
In my opinion, that can make the difference be- 
tween a mediocre store and a fine one. ana 8 








“Sternational? vieiiew sms teuriate 


The last two Augusts Mallison’s jewelry store 
in Painted Post, N. Y., has used an “International” 
window and has been astonished at the results. 

The display features a world map done in 
yellow, green, brown and blue, with streamers 
running from the countries to the merchandise 
on the floor. Each item is labeled according to 
its place of origin and the name of the gem or 
material is specified. 

Included are sterling jewelry from Siam, ob- 
sidian jewelry from Mexico, arabesque jewelry 


_MALLISon’s. 
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from Spain, pottery from Greece, china from 
Japan, pewter from Holland, brassware from 
Israel, bisque figurines from Germany and ala- 
baster figurines from Italy. 

It’s the vacation trade the window attracts; for 
Painted Post, northwest of Elmira, is on a main- 
traveled north-south tourist route. Formerly this 
rich potential market went flying by without a 
second glance at Mallison’s. But not now. 

Last August they thronged the front of the 
store, lining up the entire length of the window 
and studying the items for minutes at a time. 
Moreover, they came in and made purchases—not 
only inexpensive giftwares but high-priced pieces 
from all categories. The increase in tourist sales 
was, according to Emmett Mallison, more than 
200 per cent. 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1958 








ikora . . . exquisite hand-made silverplated holloware . . . does not 
tarnish. ..resists heat. By the master silversmiths of WMF. Retails 
from $4 to $27. Write for illustrated catalog of all kora holloware. 


at allleading Cift Shows 



























































Stacking and storing can be costly. 
But not with Lindley folding gift 
folders and boxes. They save time... 
save space ... plus additional 
wrapping costs. They are attrac- 
tive, sturdy and quick to assemble. 
Review your problems with the 
folks at Lindley. Write 
for free illustrated catalog story 
on folding gift boxes. 


BOX AND PAPER 


1748 W. 2nd St., Marion, Indiana 
Division of Federal Paper Board Co., Inc. 
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THE ARGUMENT FOR MILITARY POST EXCHANGES HAS BEEN WEAKENED by the recently-approved- 
by-Congress military pay raises, retailers contend. "Now would certainly be 
the time," says the National Retail Merchants Association, "to ask Congress 
to require the PXs to return to the sale only of the actual items of ‘'con- 
venience and necessity" they were originally set up to provide." 


THE GOVERNMENT IS BECOMING DEEPER ENTRENCHED IN RETAILING, NRMA argues. 
Because very few retailers complained about government competition last 
year, it laments, Congress permitted the Army and Air Force to expand their 
lines of appliances and other merchandise. "When a PX can account for as 
much as 40 per cent of the retail business done in its items in its area," 
NRMA says, it is time for retailers to act. 





CONSUMER RECESSION JITTERS HAVE SLOWED CREDIT BUYING, particularly of "luxury" 
items. But, say two government agencies, buyers as a whole are going to be 
ripe for purchasing when the current lack of confidence subsides. Studies 
by the Federal Reserve Board and the Securities and Exchange Commission 
Show that consumer credit outstanding declined by $180 million in March, but 
that total savings have risen proportionately even more. 


CREDIT BUYING IS SLOWEST IN THE AUTO, RETAIL FIELDS. Total U. S. consumer 
debt outstanding in March was $42.5 billion, a half-billion dollar drop 
during the month. Debt repayment, however, continued relatively high. 





SUNBEAM'S RECIPE FOR AN EFFECTIVE, PRACTICAL FAIR TRADE SYSTEM: "A manufacturer must 
have the legal right to pick and choose its own customers, to refuse to deal 
with those it has not selected as distributors and dealers, and to have the 
Statutory right to enjoin all others from acting as dealers or distributors 
of its merchandise." The large appliance maker, which was a party to the 
mass abandonment of fair trade in February, went to Washington recently to 
appeal for “explicit legislative action in support of reasonable profit for 
dealers of brand name products." 


SUNBEAM WANTS TO AMEND THE CONTROVERSIAL HARRIS FAIR TRADE BILL, now pending 
in Congress, to allow price-fixing by an individual firm of its own product, 
but to prohibit price-fixing by collusion of a group of manufacturers. 

This, the firm feels, would "overcome the previous failures of fair trade 
legislation to survive the hostility and opposition of regulatory agencies," 
most of whom attacked the monopolistic nature of state fair trade struc- 
tures. 





DEPARTMENT STORES SOLD $334 MILLION WORTH OF JEWELRY STORE ITEMS in 1957. This 
amounted to 2 per cent of all department store sales ($16.7 billion). 
Costume jewelry accounted for fully half of the volume; the other half was 
divided among fine jewelry, silverware, clocks and watches. Biggest months 
were November and December, during which one-third of the purchases were 
made. 


FIRST-QUARTER '58 JEWELRY SALES BY WHOLESALERS WERE DOWN 18 PER CENT compared with 
Sales during the corresponding three months in 1957. This is on a par with 
the average recent drop for wholesalers of durable goods. 


WHILE EIGHT SILVER JET PLANES FLASHED IN THE SUN OVERHEAD, firm officials, guests 
and the Governor of Massachusetts formally dedicated International Silver 
Co.'s impressive seven-month-old general administration building in Meriden, 
Conn. New home sits on top of one of Meriden's famous “Hanging Hills," is a 
realization of the dream of Evarts C. Stevens, late firm president, for one 
unified home office. Plant houses the world's largest silver-plated and 
Stainless steel hollowware operation. Guests' appraisal-- "fantabulous !" 
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MARQUISE. . . desegned by Simon Gate 





MARQUISE is being importantly featured this spring in ads in House @ Garden, House Beautiful and 
the New Yorker—to stimulate retail ““wedding gift” sales throughout the country. Now is the time 
to make sure your stock of Orrefors Crystal includes these beautiful MarQuise pieces for your 
customers. To get full profit from our national consumer advertising, plan an attention-getting, 


tie-in Orrefors display. 


U.S.A. REPRESENTATIVE FISHER, BRUCE & CO. 


221 Market Street, Philadelphia 6, Pa. 1107 Broadway, New York 10, N.Y. 
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Excise Payments Rise 2 Per Cent in 1957, 


Indicating $1.6 Billion Sales by Jewelers 


The nation as a whole paid more 
retail jewelry excise taxes in 1957 
than in 1956. The increase was 
nearly 2%. Since excise tax pay- 
ments are something of a barome- 
ter of jewelry store sales, retail 
jewelers’ total volume during 1957 
may be estimated at $1,594,000,000 
—an all-time peak. 

Total ’57 jewelry tax collection 
was $158 million plus, up $3 mil- 
lion from the previous year. But 
returns from the separate states 
show that 22 of them—mostly in 
the Midwest and Northwest (see 
map)—paid less taxes in 1957 
than in 1956. This indicates a fall- 
ing-off of jewelry store sales in 
those states. 

Other facts gleaned from the 
Treasury Department figures: 

@® @ California, Illinois, and New 
York accounted for more than a 
third of the total U.S. jewelry ex- 
cises paid. 

@ @ Eight states—the above plus 


Texas, Pennsylvania, Ohio, Michi- 
gan and Massachusetts—paid 60 
per cent of the total tax. 

@ @ Fully 80 per cent of the tax 
was paid by the above eight states 
plus eight more—Missouri, Flor- 
ida, Maryland, Indiana, New Jer- 
sey, Minnesota, Georgia and Wis- 
consin. Thus the other 32 states 
and Hawaii accounted for only 20 
per cent of the excise (see chart). 
@ @ As a group, the six New En- 
gland states registered biggest 
gains in 1957 over ’56 tax collec- 
tions. Tiny Rhode Island led New 
England, and the nation, with a 30 
per cent jump. Another New En- 
gland distinction: Vermont again 
paid the smallest jewelry tax in 
the nation. 


Not Just Jewelers 


Valuable and indicative as these 
figures are, they must be inter- 
preted with certain reservations 
by the jewelry industry. They 


Show the 1957 taxes paid on all 
taxable jewelry merchandise. They 
do not precisely show total sales 
volume for retail jewelry stores, 
first, because not all items jewel- 
ers sell are taxable; second, be- 
cause other stores also sell items 
classed as jewelry; and third, be- 
cause excise taxes on instalment 
sales are paid as collections are 
made (thus taxes for the last 
quarter of ‘57 represented many 
sales made earlier in the year, and 
do not truly reflect diminished 
sales activity during the “reces- 
sion” closing months of 1957). 

But although excise tax collec- 
tions don’t jibe perfectly with ac- 
tual retail jewelry store sales, 
they are a good measure of the 
state of the jewelry business, in 
which the jeweler plays a domi- 
nant part. 

Of the states that lost ground, 
Montana (—11.47%), Wyoming 
(—10.46%) and Oklahoma 
(—10.22%) were hardest hit. Of 
those that gained, after high-fiv- 
ing Rhode Island, biggest in- 
creases were taken by New Hamp- 
shire, North Dakota, West Vir- 








THE JEWELRY EXCISE TAX: EACH STATE’S BURDEN IN 1957 


dollars 
paid 


$ 27,124,000 


%of per 
tax capita 


17.2% $1.71 Oklahoma 


dollars % of per 
paid tax capita 
1,538,000 1.0 .68 
> 


California 17,135,000 10.9 1.23 Oregon 1,365,000 : 42 


Illinois 
Texas 


Pennsylvania 


Ohio 
Michigan 


Massachusetts 


Missouri 
Florida 


13,299,000 


9,294,000 
8.920,000 
8,690,000 
6,120,000 
5,566,000 
4,323,000 
4,017,000 


Colorado 
Kansas 

West Virginia 
South Carolina 
Arizona 
Nebraska 
Rhode Island 


Arkansas 


1,189,000 : 71 
1,119,000 52 
1,030,000 Ray 
893,000 6 38 
878,000 6 17 
824,000 5 57 
806,000 , 94 
731,000 41 


Utah 706,000 82 
Mississippi 650,000 30 
Hawaii 603,000 1.03 
505,000 .60 
497,000 52 
401,000 61 


o 
margiene, D. C. ...... 5 
4 
4 
3 
3 
3 
378,000 2 59 
2 
2 
2 
2 
2 
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1 
0 


Indiana 
New Jersey 
Minnesota 
Georgia 
Wisconsin 
Washington 
North Carolina 
Virginia 
Tennessee 
Louisiana 
Connecticut 
Alabama 
Kentucky 


3,876,000 
3,594,000 
3,521,000 
3,208,000 
2,807,000 
2,645,000 
2,445,000 
2,381,000 
2,216,000 
2,101,000 
1,962,000 
1,946,000 
1,712,000 
1,607,000 
1,595,000 


343,000 
329,000 
311,000 
304,000 
265,000 


North Dakota 
New Hampshire 
South Dakota 
Delaware 
Wyoming 214,000 
Vermont 170,000 
TOTALS FOR U. S....$158,055,000 
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26 states paid more jewelry taxes, 22 paid less in 1957 than in 1956 


© White states paid more taxes in ’57 than in °56 


@ Black states paid less taxes in 57 than in ’56 


* Tax collections from Alaska are included with Washington's 


ginia, Wisconsin and California. 


They Spend It in Vegas 


Popular interest in jewelry is 
shown by the per capita tax (see 
chart), which is figured by divid- 
ing the amount of tax paid by the 
state population (1957 estimates). 

Highest per capita tax in 1957 
was paid in New York—$1.71. 
Next came Illinois, with $1.38 per 
person, and in third place, va- 
cantly-populated Nevada, ousted 
from its first place 1956 position, 
with $1.29 per capita. Visitors to 
the sporting towns of Las Vegas 
and Reno boosted returns from 
this state. 

The national per capita average 
was 93¢. Fifteen states were 
above this mark; Mississippi was 
at the bottom of the list with 30¢. 


Sterling Makers Launch 
Gift-Giving-Time Campaign 


A rush of publicity and adver- 
tising power Apr. 14-20—Sterling 
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Silver Week—got the Sterling Sil- 
versmiths of America’s giant cam- 
paign off and running in time for 
the bridal, graduate and Mother's 
and Father’s Day gift-giving peri- 
ods. 

First burst was a press party 
for home furnishings editors. Next 
were sterling table-setting displays 
at the New York Herald Tribune’s 
annual Bridal Forum. On televi- 
sion. Dave Garroway’s 9 million 
viewers saw him receive an authen- 
tic copy of the Paul Revere “Sons 
of Liberty” sterling bowl. Women’s 
radio programs talked about ster- 
ling for every meal, the good living 
patterns it sets for families, how 
sterling can be fitted to any budget. 

NBC’s 200-station ““Monitor” ra- 
dio offering, a great favorite with 
teenagers, fired most of the cam- 
paign’s advertising guns. Ads also 
boomed out in 22 local markets, on 
radio and TV, mainly on dise 
jockey shows. 

Magazine coverage—both public- 
ity and advertising—was carried 
in Good Housekeeping and Bride 


vt. 
+.59 


N. H. +22.44 
\I Mass. +5.00 
Cae tana 
¥ Conn. +.15 
N. J. 
+2.65 
Del. —6.69 


Md. & D. C. 
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and Home. 

Early- and mid-summer sales- 
boosting strategy is already being 
mapped out by the enthusiastic Sil- 
versmiths, which include Alvin, 
Gorham, International, Kirk, Lunt. 
Oneida, Reed & Barton, Towle, and 
Wallace. 


Gorham Directors Reelect 
Edmund C. Mayo President 


Following a meeting of stock- 
holders of Gorham Manufacturing 
Co. Apr. 25 in Providence, R. L., 
the firm’s board of directors elect- 
ed or appointed the following offi- 
cers: Edmund C. Mayo, president 
and chairman; Wilbur H. Norton, 
executive vice-president; Lester 
F. Morse, vice-president, treasur- 
er and secretary; Robert H. Mey- 
stre, vice-president and control- 
ler; Norman T. Wright, vice-pres- 
ident; Ralph S. Connell, assistant 
secretary and assistant treasurer; 
Everett V. Kelley, assistant trea- 
surer; and Harold Stallwood, as- 
sistant controller. 





FIC Challenges Importer on “17 Jewel” Labet 
For Watch Movements Without ) Jeweled Lever 


Can a watch which contains 17 
jewels be called a “17 jewel 
watch” in advertising and sales 
promotions, regardless of whether 
it is jeweled lever or a pin lever? 

This paradoxical question is be- 
ing debated in a current Federal 
Trade Commission case involving 
the Berger Watch Co., New York 
watch and jewelry wholesaler. 
Berger also imports 17-jewel pin- 
lever Swiss watch movements, 
which it stamps “Lord Nelson, 17 
jewels,” and around which most 
of the controversy revolves. 

An FTC complaint issued last 
September charges that this label- 
ing of pin-lever movements is 
false and misleading, unfairly di- 
verts trade from Berger’s competi- 
tors. FTC’s reasoning: “As gen- 
erally understood in the industry, 
a watch, even though it may con- 
tain 17 jewels, is not properly de- 
scribed as a 17 jewel watch unless 
it contains a jeweled lever.” 


Prestige Label 


This point, of the semantic con- 
notation of the term “17 jewel 
watch” as a value and prestige 
label in the minds of the buying 
public, is the big issue in the case. 
It was strongly implied in FTC’s 
complaint that watch customers 
assume certain added virtues in a 
watch marked “17 jewels,” vir- 
tues they would not automatically 
assume if they were aware of dif- 
ferences in value and accuracy 
between 17 jewel pin levers and 17 
jewel jeweled levers. 

At a recent three-day FTC hear- 
ing in New York, however, Ex- 
aminer John B. Poindexter and 
FTC Counsel Middleton agreed 
that the Berger case does not in- 
volve the relative value of pin 
levers vs. jeweled levers; the real 
question, they decided, is whether 
the label “17 jewels” for pin lev- 
ers constitutes misrepresentation 
of the “character” of a watch, 
whether it has the intent to de- 
ceive the public, to gain a com- 
petitive business advantage for its 
user. 

Before the 


hearings opened, 
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ON, WISCONSIN: 
Zsa Zsa Gabor demonstrates her 
parliamentary procedure after 
accepting the title Honorary 
President of the Wisconsin 
RJA. “After all,” reasons Zsa 
Zsa, “a girl’s best friend is her 
jeweler.” 





Berger had written a one-word 
“denied” answer to the charges. 
Most of the hearings themselves 
were given to a statement of 
FTC’s side of the case (the de- 
fense will get a chance to speak 
starting June 9 in New York). 
At the outset, the Watch Asso- 
ciation of America, which repre- 
sents certain U. S. importers, 
sought to turn the proceedings 
into a case that would set prece- 
dent for all advertising of 17 


jeweled pin levers. Poindexter de- 


nied this motion, saying the case 
was only against Berger’s prac- 
tices. 

A Watch Association lawyer, 
William H. Fox, did get into the 
record a statement which may be 
indicative of the stand such im- 
porters will take later. He listed 
three conditions which would jus- 
tify Berger’s watch-labeling prac- 
tices. First, said he, “There has 
never been a [FTC] requirement 
to advertise the nature of the 


Movielegant | 


movement, whether it is a pin 
lever or jeweled lever, or what- 
ever it may be.” Secondly, he 
pointed out, “the government... 
requires the importer to inscribe, 
on the top plates or bridges of the 
movement, the number of jewels 
which perform as frictional bear- 
ings.”’ The importer, he said, could 
not bring movements into the U. S. 
unless they were so engraved. 


The Duty’s the Same 


Third point Lawyer Fox made 
was that the importer of watches 
with 17 jewels must pay the ap- 
propriate duty on them, regardless 
of whether they are pin lever or 
jeweled lever. 

Most watch experts are agreed 
that jewel lever movements are 
more valuable, more accurate and 
more lasting than comparable pin 
lever movements. They point out 
that adjustments are more difficult 
to make on pin levers, that pin 
levers were invented and devel- 
oped with economy in mind. 


Smithsonian Has Faith That 
The Hope Will Be Charity 


The fabulous 44.5 carat Hope 
diamond may someday rest at the 
Smithsonian Institution. 

Dr. Leonard Carmichael, secre- 
tary of the Institution, confirms 
that the famous museum has been 
‘in touch with prospective donors” 
of the famous diamond. 

If the gem, legendary curse and 
all, is to join the collection at the 
Smithsonian, it will have to go as 
a gift. The museum has no funds 
to buy it, Dr. Carmichael says. 

Present owner of the Hope dia- 
mond is Harry Winston, New York 
jewel merchant. He was quoted 
recently as saying he might “pos- 
siblv” give it to the Smithsonian 
“in the future,” but has no inten- 
tion of doing so now. 


Glamour Magazine Explains 
Monogramming on Silver 


Glamour magazine has devoted 
three pages of its June issue to 
an article showing the many 
monograms that can be used on 
silver. 

The article, “Your Mark on Sil- 
ver,” pictures 18 different mark- 
ing combinations. 
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RJA Completes Plans for 
Both Chicago and New York 
Conventions, Trade Shows 


How to do everything from op- 
erate a credit jewelry store tu 
have fun at a “Night in Paris” 
will be detailed for jewelers who 
attend the Chicago and New York 
conventions and trade shows of 
the Retail Jewelers of America 
this year. 

Impressive lists of speakers and 
an expected record number of ex- 
hibitors have been lined up for 
both the July 27-31 Chicago show 
at the Conrad Hilton Hotel, and 
for the Aug. 10-14 New York 
gathering at the Waldorf-Astoria 
Hotel. 

The Windy City will be host to 
some 4000 jewelers from 25 states 
in the West and Midwest. Bring- 
ing their wares to market will be 
150 exhibitors — manufacturers, 
wholesalers and importers. 

To avoid the congestion of on- 
the-spot registration that plagues 
most conventions, RJA will mail 
registration blanks to some 12,000 
jewelers. A jeweler who fills in 
the form, sends it back, will re- 
ceive his badge by return mail. 
3adge is good for all convention 
and exhibit sessions. 


Paris in Chicago 

Innovation in Chicago this year 
will be the annual convention of 
the Indiana RJA at the Conrad 
Hilton July 27. A separate regis- 
tration desk will be provided the 
Hoosier jewelers. Entertainment 
highlight will be the July 29 
“Night in Paris” party, when the 
Conrad Hilton’s grand ballroom 
will be transformed into a section 
of Montmarte. There will be a 
luncheon July 28 for state asso- 
ciation presidents, secretaries and 
executive secretaries. 

Three full general sessions will 
be devoted to business. Scheduled 
speakers include RJA President 
Arnold Schiffman, financial com- 
mittee head Jay C. Lighterman, 
Directors Oliver R. Brecht and 
Leo Weisfield, and membership 
committee head Howard I. Mi- 
chaels. Topics will include affilia- 
tions, financial control, and mer- 
chandise and _ sales promotion 


JEWELERS" CIRCULAR-KEYSTONE, JUNE 1958 


THE TEST OF TIME: This 
young mountain - climbing stu- | 
dent kneels victorious atop | 
Africa’s treacherous, 20,000- | 
foot high Mt. Kilimanjaro. On | 
his wrist is the Wyler watch | 
that underwent all the rigors | 
of the climb with him —the | 
heavy mists, snow, extreme | 
cold, thick clawing forests — | 
and came out unscathed. At | 
one point the watch fell down | 
a deep ravine, but sustained | 
no damage. 


management. 

Other planned doings: a panel 
discussion on how to operate a 
credit jewelry store; and a repeat 
of last year’s dynamic State Asso- 
ciation Day, including a panel 
forum. 


Action in New York 

Two weeks after the activity in 
Chicago, jewelers will convene for 
five days in New York. 

Total number of _ exhibitors 
scheduled for space at the Wal- 
dorf-Astoria so far is 349, with 
more expected. Nine _ top-notch 
speakers will discuss the vital as- 
pects and problems in the indus- 
try today. And there will be a 
gala “Fun Night” Aug. 11 at the 
Hotel Biltmore. 

Full convention programs and 
lists of exhibitors for both shows 
will be printed in the July and 
August issues. 


Fair Trade Battle Rages, 
Advocates of Federal Law 
Don't See Action This Year 


Forces attempting to get a new 
federal fair trade law passed by 
Congress don’t expect a measure to 
come to a vote in either the House 
or Senate this year. 

They are urging businessmen 


who support the measure, however, 
to “put pressure” on home-state 
congressmen during the summer 
and fall election campaigns. All 
representatives and one-third of 
the senators are up for re-election 
this year, they point out, and will 
be electioneering. 

Backers of the federal Harris 
fair trade bill, set up to replace a 
Sagging patchwork of state laws, 
hope to get the measure reported 
favorably by the House Commerce 
Committee this year. 

A subcommittee of the Com- 
merce Committee held several days 
of hearings on the measure in late 
April and early May. No spokes- 
men for the jewelry industry testi- 
fied, reportedly because the indus- 
try is split on the issue. 

Most of the three-dozen wit- 
nesses at the hearings favored the 
measure, including a host of 
spokesmen for the drug industry, 
and representatives of the National 
Federation of Independent Busi- 
ness, Bureau of Education on Fair 
Trade, hardware, appliance, and re- 
lated industries. 

Witnesses opposing the measure 
included the Federal Trade Com- 
mission, Justice Department, Farm 
Bureau Federation, and AFL-CIO 
Union. 

Chairman John W. Gwynne of 
the FTC said the agency continues 
to oppose resale price maintenance 
as an “unsound economic practice”’ 
that tends to destroy competition 
and often favors large firms. 

The Justice Department pro- 
tested the proposed Harris fair 
trade bill would virtually repeal 
the Sherman anti-trust act, would 
suppress competition. The Depart- 
ment questioned the constitutional- 
ity of the proposal, pointed out that 
it might be an invasion of states’ 
rights. 


Appliance Sales Rise Likely 
As House-Building Gets Boost 


The new federal housing pro- 
gram signed recently by the Presi- 
dent, will pump $1.8 billion into 
the housing market. Besides spur- 
ring construction of new homes, 
it is expected to boost the market 
for appliances. 

Full effects of the new law will 
probably coincide with the overall 
business pickup in late summer or 
early fall. 





DEANS OF RETAIL JEWELRY: Col. Henry J Rosenstihl, second from right, 
receives the 50 millionth Jacoby-Bender watch band (cast in 14K gold) from 
President Max Jacoby, right. Bernard Kanter, J-B executive vice-president, left, 
presents a duplicate 14K gold watch band to Alfred Walford of McLean, Va., 
the second-longest-active retail jeweler, who has been in business for 77 years. 


A young boy’s fingers can’t be 
clumsy if they have to do precision 
work, like dismantling a clock and 
putting it together again. ... And 
his mind can’t wander if, after- 
wards, he must explain to a Ger- 
man watchmaker father just how 
that clock runs.... 

Such early training may be a bit 
rough on a 77-year-old. But Henry 
J. Rosenstihl doesn’t regret it. At 
9, Henry was repairing clocks for 
his father’s customers in Union 
Springs, Ala.; at 89, he is re- 
spected by jewelers from Coast to 
Coast as “the longest active retail 
jeweler in the United States and 
Canada.” 

Jacoby-Bender, Inc., gave him 
that title after an exhaustive 
search which included screening 
300 applicants. Judges were Lans- 
ford F. King, publisher of THE 
JEWELERS’ CIRCULAR-KEYSTONE, and 
Harry Bromley, publisher of Na- 
tional Jeweler. 


Bermuda? No, Peoria 


Colonel Rosenstihl received his 
award at a luncheon given by 
Jacoby-Bender at the Waldorf- 
Astoria Hotel in New York. He 
also received the 50 millionth 
watch band made by the firm, a 
gift of cash and an all-expense 
trip to Bermuda. 

But the dean of American jewel- 
ers didn’t want to go to Bermuda 
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and leave behind his invalid wife. 
He asked, instead, for a trip to 
Peoria, Ill., to visit Parsons Horo- 
logical Institute where he studied 
watch-making some 70 years ago. 
At Peoria, his old school (now 
part of Bradley University) gave 
him an honorary degree. 

For 80 years this slim, straight 
Southern gentleman has operated 





How to be young at 89 
—Colonel Rosenstihl 


® Sleep 8 to 9 hours a day. 
® Drink lots of water and milk. 


(This near nonegenarian has 
never had a drink of whiskey, 
“believe it or not! When the 
boys want to buy me a drink 
I take ginger ale.” He has 
never smoked cigarets. Cigars? 
“Yes!”’) 











the Union Springs jewelry store 
which was opened by his father in 
1866. Today he’s almost as active 
in the business as ever. He still 
puts in eight hours at the shop, 
and he still attends the annual 
jewelry show at the Waldorf- 
Astoria. 

“Keep moving — that’s the 
way to lick old age,” says Colonel 
Rosenstihl. And he hasn’t let much 
grass grow under his feet, even 
though he has spent his life in a 
town of 3,200. 


The title “Colonel” for instance. 
It stems from service in the Span- 
ish-American War: “I have a pic- 
ture of my outfit, the Southern 
Rifles, and every man in the photo 
but myself is dead’”—followed by 
years of duty on the staffs of many 
of Alabama’s governors. 

Then there were his 70 years on 
the Union Springs Fire Depart- 
ment (he’s been honored as the 
nation’s oldest living fireman); 
and his long service as scoutmas- 
ter with Union Springs Boy Scout 
troops. 


Helen Is an Actress 


His most exciting sideline, per- 
haps, was booking vaudeville and 
minstrel shows throughout the 
South. And, to his great satisfac- 
tion his only child, Helen Claire, 
became a successful stage and TV 
actress. (You may remember her 
as the lead in Claire Booth Luce’s 
Kiss the Boys Goodbye.) 

But, watches and optics have 
been Colonel Rosenstihl’s absorb- 
ing professional loves. Among his 
boasts is an exhibit at the Archives 
of History in Montgomery, Ala., 
which features a difficult watch 
mechanism assembled when he 
was a student at Parsons and for 
which he received the school’s 
highest honors. In the same dis- 
play are watches and tools used 
by his father in Germany. 

As for jewelry, Colonel Rosen- 
stihl would prefer to handle “the 
best,” rather than today’s costume 
jewelry, “only a flash! But you 
must load up on it or lose sales.” 

His own personal jewelry con- 
sists of “a watch and two gold col- 
lar buttons, back and front.” 


William Korn Purchases 
Electric City Box Company 


William Korn & Co., maker of 
custom jewelry displays, has pur- 
chased the entire assets of Electric 
City Box Co., supplier of jewelry 
boxes and displays. 

Nathan D. Rosen, Korn secretary 
and general manager, will assume 
like positions at Electric City. 

Korn’s purchase of Electric City 
follows by about one year its ac- 
quisition of Caplen Jewelry Dis- 
play Co., another jewelry display 
maker. Korn’s plant is located in 
Buffalo, N. Y. 
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Hamilton Gives Free Course 
On Electric Watch Repair 


Qualified watchmakers can re- 
ceive two weeks’ free instruction 
on the repair and servicing of the 
electric watch in courses being 
offered by Hamilton Watch Co. in 
Lancaster, Pa. 

Courses cover the complete ser- 
vice and repair of the electric 
watch contact system and the set- 
ting up and adjustment of the 
movement. Instruction is given at 
the bench in the Lancaster fac- 
tory. Equipment is free; students 
must meet other expenses, such as 
transportation, meals and board. 

“School,” first of its kind in the 
world, was officially opened in 
February for educating trade 
schools. Since then, Hamilton has 
opened the course to all watch- 
makers. 

All inquiries should be ad- 
dressed to Hamilton Watch Co., 
Lancaster, Pa., attention: Product 
Appraisal Section. 





Coro, Inc., Elects Officers; 
Rosenberger Is Board Chairman 


Three vice-presidents of Coro, 
Inc.—Jerome CC. Roberts, Sol 
Schwartz and Robert Schmidt — 
were elected directors of the cos- 
tume jewelry firm May 5 at the 
annual stockholders’ meeting in 
New York. 

At the subsequent directors’ 
meeting, President Gerald E. Ro- 
senberger was elected chairman 
of the board to succeed his late 
father and co-founder of Coro, 
Car] Rosenberger. 

Other officers-elect: Edward B. 
Perry, treasurer; Royal Marcher, 
executive vice-president; Jerome 
H. Oppenheimer, vice-president 
and secretary; Adolph Katz, first 
vice-president; and Charles I. Saf- 
ran, assistant secretary. 





Dirico, Inc., Will Distribute 
Dirilyte Stainless Products 


Dirico, Inc., in New York has 
been appointed exclusive national 
distributor of stainless flatware 
and other items made by Dirilyte 
Co. of America in Kokomo, Ind. 

H. Norman Tress will head up 
Dirico’s country-wide distributing 
program for the Kokomo firm. Of- 
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fered are a full line of stainless 
flatware patterns and functional 
stainless pieces for home and hotel! 
and restaurant use. 





Four-Point Tax Aid Program 
Set for Study by Congress 


The much-promised, long-delayed 
tax relief program for small busi- 
ness is about to get off the ground. 

Most important development is a 
planned study by the House Ways 
and Means Committee—the power- 
ful group that initiates all tax leg- 
islation—of a four-point tax-break 
program backed by the Administra- 
tion and many Democratic congres- 
sional leaders. The program: (1) 
Extend faster tax depreciation to 
purchases of used equipment; (2) 
allow some small corporations to 
elect to be taxed as partnerships to 
ease their tax burden; (3) permit 
some small firms to pay estate taxes 
over a 10-year period to help pre- 
vent liquidation; (4) permit inves- 
tors in small firms a greater tax 
deduction for losses they suffer. 

Another measure with fairly 
wide support would grant a special 


tax deduction for capital invested 
or re-invested in a small business, 
regardless of profits, up to $50,000. 
This proposal is also scheduled for 
study by the Ways and Means Com- 
mittee. 





IRS Has Table for Figuring 
Social Security Taxes Due 


Self-employed persons, including 
businessmen, can now compute 
their social security taxes from a 
quick tax table. 

Social security taxes for self- 
employed are normally assessed on 
the first $4,200 of annual income 
at the rate of 334 per cent. But use 
of this method is difficult, has led 
to many mistakes, government of- 
ficials say. 

The new table quickly computes 
the amount of social security due 
to the nearest dollar. IRS points 
out that a self-employed person 
earning $862.81 would pay $29 in 
social security taxes if he uses the 
table, and $29.12 if he computes the 
tax at 336 per cent. 

Copies of the table are available 
at IRS offices and at Washington, 
D. C., headquarters. 








DESIGN STUDENTS’ BEST: 
Here are the two top award- 
winning creations of students 
who attended the advanced de- 
sign classes at the Mechanics 
Institute in New York earlier 
this year. Classes were taught 
by A. D’Alessandro, New York 
design consultant, who took the 
place of long-time tutor Chris- 
tian A. Jakobb. Illness forced 
Jakobb to forego teaching the 
class for the first time in 30 
years. He is, however, still 
conducting private lessons in 
design. Other winners: H. 
Scholl, second prize; Anthony 
J. Puleo, third prize; H. Stie- 
ber, honorable mention. 





| 
| 
| ‘STUNNING: A. Medina’s gold and pearl combination pin wins first prize. 











STUDDED: N. Lappine wins In- 
stitute’s H. O. Award for design of 
diamond, sapphire, platinum neck- 
lace. 
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Jean Pierre Eleanor Bruce Charlotte Thompson 


CHEMISE OR TRAPEZE? New York’s tep fashion ex- 
perts discuss important new fashion trends for fall, and 
what impact these styles will have on jewelry designing 
and promotion. Forum was set up by the Jewelry Indus- 
try Council for the benefit of members of the Fashion 
Coordination Institute, including retail jewelers serving 
on the Institute’s Retail Advisory Board. The experts: 
Jean Pierre, director of fashions for the American Rayon 


GET SMART, ORPHAN ANNIE: It’s 
a lot better reading the comic strips 
than being in them. Ask Dana Cor- 
bitt here. For her drawing of a comic 
strip character and her 100-word-or- 
less statement of “Why I Like News- 
paper Comics” in a national contest, 
winner Corbitt got a three-day celeb- 
rity tour of New York, personal 
appearances on radio and TV, valu- 
able prizes, like this Hamilton watch 
being presented her by Hamiltonian 
Dave Chapman. Can Daddy War- 
bucks do as well? 
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Despina Messinesi Lilly Dache Joan Hull Ruth Fries 
Institute; Eleanor Bruce, fashion editor of “Charm” maga- 
zine; Mrs. Charlotte Thompson, fashion coordinator for 
the Fashion Coordination Institute; Carleton Fishel, chair- 
man of the Institute’s steering committee; Despina Messi- 
nesi, fashion editor of “Vogue” magazine; Lilly Dache, 
famed dress designer; Joan Hull of the Wool Bureau, Inc., 
and Ruth Kerr Fries, fashion director of Amalgamated 
Leather Companies, Inc. Institute plans more forums. 


HONORED GUESTS OF JC-K: 
While in New York to receive awards 
from the Brand Names Foundation, 
these outstanding jewelers from four 
parts of the country were luncheon 
guests of The Jewelers Circular-Key- 
stone at the Waldorf-Astoria. From 
left: Alvin B. Fink of Fink’s Jewelers 
in Roanoke, Va., top honor-winner of 
the jewelry store division in the 1957 
Brand Name Retailer - of - the -Year 
Competition; Leon Davis of Corrigan, 
Inc., in Houston, Tex.; Lewis L. Green 
of S. A. Meyer Co. in Washington, 
Pa., and George T. Skeie of Skeie’s 
Jewelry Store in Eugene, Ore., run- 
ner-up winners of Certificates of Dis- 
tinction. 





iOMM C. SORDT CO. THE. 
indwctrial Vilbege 
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THESE KARATS KIDS LIKE: School children from Cedar Grove, N. J., were 
quite taken with this gold exhibit at the recent Science Fair sponsored by the 
town’s public schools. Exhibit was set up by John C. Nordt Co., nearby manu- 
facturer of wedding ring blanks. It pointed up the high value of gold in com- 
parison to other metals, demonstrated gold’s density, explained meaning of 
“karat,” detailed the alloy composition of gold plate. Factual exhibit helped 
boost public confidence in the integrity of the industry. 
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THE QUEEN WORE HISTORY: When Queen Eliza- 
beth II and the Duke of Edinburgh visited Queen Juliana 
of Holland, they went to the Asscher diamond-cutting 
plant in Amsterdam where, fifty years ago, the famous 
Cullinan diamond was cut. To mark the occasion, the 
British monarch had pinned Cullinan 3 and Cullinan 4 to 


he 


MEMO TO MR. JOHN: Need any 
design ideas for your next year’s wo- 
men’s hat fashions? Here’s a winner 
every time, a $3 million diamond- 
studded topper by fashion-conscious 
Baumgold Bros. in New York. Head- 
dress was seen by some 45 million 
viewers of a recent Perry Como Show, 
will help spur interest in the forth- 
coming diamond-buying months. 
Flanking the 2700-carat model are 
Como and Gertrude Gold, Baumgold’s 
ad director. 
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SCHLITZSALUTE: Sponsor.- 
ship of an_ exhibition of 
jewels and gems on Milwau- 
kee TV’s “Schlitz Saturday 
Night Theater” was Schlitz 
Brewing Co.’s tip of the hat 
to the Wisconsin RJA on the 
eve of its 52nd annual con- 
vention in April. Here, TV 
host Larry Clark shows view- 
ers a huge diamond, while 
gem authority Gladys Bab- 
son Hannaford and Wiscon- 
sin RJA executive secretary 
Ben Heald look on. 





the lapel of her jacket, and Asscher Bros. had laid out 
her Royal Cipher in 3537 diamonds. Seated with Eliza- 
beth are Queen Juliana (left) and Crown Princess of the 
Netherlands Beatrix (back to camera). Bending over the 
table is Joseph Asscher; behind him, left to right, are 
Louis Asscher, Prince Philip and Princess Irene. 
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WE’RE FOND OF STILLS, 
SUH: Small wonder that 
Jack Barker (center) was re- 
ceived so well at his still 
slide film showing of “The 
LU. S. Watch Market Today” 
before the Chattanooga 
Watchmakers Guild. Down 
Tennessee way, “stills” have 
always held a warm spot in 
natives’ hearts, as many a 
buckshot-at “revenooer” can 
attest. Guild president H. C. 
Johnson shakes hands with 
Barker following his presen- 
tation of the Watchmakers 
of Switzerland film. Guild 
publicity director Dan Wa- 
sylyk smiles on. Film has 
already been shown to some 
3000 jewelers. 
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Zsa Zsa Can't Make It, But 
“Miss Wisconsin” Can at 
Wisconsin RJA Convention 


Surprises—some very pleasant, 
one disappointing—made it never 
a dull moment at the effervescent 
52nd annual convention of the 
Wisconsin Retail Jewelers’ As- 
sociation Apr. 27-28 in Milwaukee. 

Most delightful development was 
the announcement that dynamic. 
hard-working executive secretary 
ben Heald would be married Apr. 
30 to Mrs. H. Evelyn Sewell of 
Mt. Pleasant, Wis. The couple went 
honeymooning in Florida. Heald, 
who arranged the whole show, was 
given a standing ovation by the 
300 members present.’ 

Other pleasantries: the appear- 
ance of “Miss Wisconsin,” Joan 
Hentschel, as master of ceremonies 
at the banquet. She’s the daughter 
of Art Hentschel, a past president 
of the Wisconsin RJA. 

The one bugaboo: the last- 
minute non-appearance of actress 
Zsa Zsa Gabor; she was scheduled 
to be in Milwaukee to plug a new 
picture, and to attend the conven- 
tion, had to bow out when the film 
was not released on time. She was 
named honorary president of the 
group by proxy in Hollywood. 


Down to Business 


After a fast-starting cocktail 
party and luncheon given respec- 
tively by the Badger Boosters and 


HEAD MAN FROM MANITOWOC: The 1958 slate of officers for the Wisconsin 





the Milwaukee Wholesale Jewelers 
Association, members got to work. 

They heard speeches by noted 
diamond lecturer Gladys Babson 
Hannaford (diamonds); by Her- 


man Wasserman, regional vice- 
president of the Retail Jewelers of 
America (the “deplorable” indus- 
try ethics and reputation); by 
Donald P. Burch, marketing re- 
search manager for Elgin National 
Watch Co. (“New Dimensions in 
Watch Marketing’); by William 
L. McCaskill, sales training expert 
(“Sales Training Clinic’’); and by 
Francis J. Lukes, department store 
credit manager (“Today’s Credit 
Picture’’). 

Other business: a_ resolution 
commending Ben Heald for his 
excellent program booklet, which 
carried a digest of laws of interest 
to jewelers; a resolution that the 
1959 convention be held in Wau- 





Retail Jewelers Association: From left, seated: Henry Spiegel of Manitowoc, 
president; Charles J. Cumicek of Seymour, vice-president; E. F. Waldhier of 
Beaver Dam, treasurer, and Ben Heald of Thiensville, secretary. From left, 
standing, the directors: Leo Kohlbeck, Roy Johnson, Nels Anshus, Bob Armbrus- 
ter, Clyde J. Cauwenbergh (outgoing president), Milt Dalin and Jack Randall. 
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SHE MEANS BUSINESS: 
‘*‘Miss Wisconsin,’’ Joan 
Hentschel, gets immediate 
attention from members at 
the Wisconsin RJA conven- 
tion with this 26-pound 
gavel. She is the daughter of 
Art Hentschel, a past presi- 
dent of the association. With 
the beauty queen is outgoing 
President Clyde Cauwen- 
bergh. 


sau; and a panel discussion on 
association activity. 

Newly elected officers (see photo) 
are: Henry Spiegel, president; 
Charles J. Cumicek, vice-president ; 
Ben Heald, secretary; and E. F. 
Waldhier, treasurer. 





Maryland-Delaware-D. C. 
Votes Affilation with RJA 


A vote to affiliate with the Retail 
Jewelers of America, Inc., and 
revision of the dues and member- 
ship structures to coincide with 
those of RJA, were major actions 
at the 44th annual convention of 
the Maryland-Delaware-D. C. Jew- 
elers Association Apr. 27-28 in 
Baltimore. 

Group officers will present their 
charter of affiliation to RJA for 
acceptance. The resolution to join 
with national also provides that 
membership be divided into three 
classes—regular, special and as- 
sociate—to coincide with RJA’s 
structure. Regular and _= special 
members will pay joint membership 
dues as suggested by RJA; as- 
sociate member dues will be $5 
per year. Members decided that 
jewelry departments of department 
stores could qualify as association 
members and as members of RJA. 

In other business, the group 
decided to allow display of mer- 
chandise at future conventions, by 
salesmen and by manufacturers. 
They also reelected William Wright 
of Silver Spring, Md., to the 
nominating committee of the Retail 
Jewelers of America. 

In addition to Melvin Foer, new 
president-elect from Washington 
(see photo), other 1958 officers 
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are: Paul Day of Wilmington, first 
vice-president; Richard Erlanger 
of Baltimore, second vice-presi- 
dent; Edward G. Kibler of Balti- 
more, secretary; Benjamin Blanken 
of Washington, treasurer; and 
Henry H. Brylawski of Washing- 
ton, executive secretary. 

The directors: C. C. Anderson, 
Edward Cohen, Robert Eggleston, 
Robert Groll, H. Benjamin Hor- 
witz, Harold Levitt, Jules Morstein, 
Bernard Siegel, Eugene Sobel, E. 
L. Sutcliffe, R. Burton Swerdlin 
and Donald Wolpe. 

The 1959 convention will be in 
Washington. 


Virginia, North Carolina 
RJAs Honor Schiffman 


The man who cut the fabulous 
Jonker diamond, and the man who 
heads the Retail Jewelers of Amer- 
ica, Inc., were both guests of the 
North Carolina and Virginia Re- 
tail Jewelers Associations at their 
joint annual convention Apr. 27-29 
in Winston-Salem, N. C. 

Internationally-famous diamond 
cutter Lazare Kaplan of New York, 
who spent one year preparing to 
cleave the huge, 726-carat gem, 
gave a diamond-cutting demonstra- 
tion on the local television sta- 
tion. The Jonker was eventually 
fashioned into 12 gems, the largest 
weighing 125 carats. 

A testimonial was given RJA 
Chief Arnold Schiffman, to whom 
much of the honor goes for the 
organization of an united nationa) 
industry group. Schiffman was 
elected to the group’s executive 
committee. 

Activity included business ses- 
sions, a golf tournament co-won 
by Harold Seburn, Larry Murphy 
and James N. Kelly, addresses by 
Richard Westervelt of New York 
University’s School of Retailing 
and Robert Gunder of Hamilton 
Watch Co., and election of officers. 

New president of the North Ca- 
rolina group is Jules Aronson of 
Statesville. Henry C. Miller of 
Lexington moved up to first vice- 
president, L. A. Johnson to second 
vice-president, Guy Swindell to 
third vice-president. Harold Se- 
burn remains as_ secretary-trea- 
surer, and H. J. Stockard, Jr., as 
executive director. 
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THE CHAIR DOES NOT REST: Melvin Foer, newly-elected president of the 
Maryland-Delaware-District of Columbia Jewelers Association, maps out aggres- 
sive group plans for the coming year at Baltimore Convention Apr. 27-28. 





All of the Virginia group officers 
were reelected. They are: George 
B. Hardy of Norfolk, president; 
Victor Heiner of Roanoke, first 
vice-president; Walter M. Dixon of 
Staunton, second vice-president, 
and Alvin Fink of Roanoke, secre- 
tary-treasurer. (Fink is national 
winner of the Brand Names Foun- 
dation award.) 

The 1959 joint convention will be 
held May 3-5 in Roanoke. 





Diamond Peacocks Strut At 
Club's Annual Dinner Dance 


Formally plumed-out Peacocks— 
in black ties and tuxedos—made 
an evening of it Apr. 26 at the 13th 
annual dinner-dance festivities of 
the Diamond Peacock Club in 
Boston. 

Some 500 members and guests 
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dined then pranced to the music of 
Ruby Newman and His Orchestra. 
The female of the species was 
recipient of the banquet gift, a 
leather Evans fitted handbag, com- 
plete with cigarette case and 
lighter, lipstick, compact, mirror 
and comb. 

Head table guests included these 
men, and their wives: Ivan W. 
Burnham, president of the Ver- 
mont RJA; William E. Smith, 
president of the Jewelers Board of 
Trade; John Blackington, vice- 
president of the Boston Jewelers 
Club; Douglas C. Graham, presi- 
dent of the Providence Jewelers 
Club; Robert A. Abbott, Peacock 
president; Sydney D. Cook, presi- 
dent of the Massachusetts-Rhode 
Island RJA; Isadore Paisner, 
president of the Manufacturing 
Jewelers and _ Silversmiths of 
America. 





PEACOCK PICNIC: Head Table guests dine at 13th annual dinner-dance of the 
Diamond Peacock Club Apr. 26 in Boston. From left: Robert A. Abbott, Club 
President, and Mrs. Abbott; John Blackington, vice-president of the Boston 
Jewelers Club, and Mrs. Blackington; William E. Smith, president of the Jewel- 
ers Board of Trade, and Mrs. Smith; Ivan W. Burnham, president of the Vermont 


RJA, and Mrs. Burnham. 


119 





- 


>. = 
> 


i, * —> 


-” Pd % “ 


oo ae fe 


THE VEEP WORE VAN DYKE: New officers of the Alabama RJA gather for 
portrait. From left: Pinky Koss of Gadsden, second vice-president; Van-Dyked 
Fred Couch of Anniston, first vice-president (his town is celebrating its 100th 
anniversary); Kalman Shwarts of Montgomery, president; Lamar Ware of 
Auburn, treasurer, and Dwight Raff of Talladega, secretary. 


Alabama RJA Elects Shwarts 
President at Convention 


A smorgasbord luncheon, the 
birth of a ladies’ auxiliary unit, 
and talks by crackerjack speakers 
marked the 11th annual convention 
of the Alabama Retail Jewelers 
Association Apr. 13-14 in Birming- 
ham. 

The 200 members present elected 
Kalman Shwarts of Montgomery 
1958 president. Other officers (see 
photo): Fred Couch, first vice- 
president; Pinky Koss, second vice- 
president; Dwight Raff, secretary, 
and Lamar Ware, treasurer. 

Elected to guide the ladies’ unit 
through its first year are: Edna 
Goodwin of Bessemer, president; 
Betty Moore of Mobile, vice-presi- 
dent, and Eric Ash of Birming- 
ham, treasurer. 

Leading the speakers was P. Ir- 
ving Grinberg, executive vice-chair- 
man of the Jewelers Vigilance 
Committee, who lambasted the 
practices of “gyp jewelers,” de- 
plored the way they are damaging 
industry prestige. He outlined sev- 
eral of the more pronounced ruses 
disreputable jewelers use to bait 
and cheat customers. 

Other featured speakers: Rudolph 
J. Ortmann, regional vice-president 
of the Retail Jewelers of America, 
Inc. (“Your Association and 
Mine”); Ad Executive J. Martin 
Smith (“Getting the Most From 
Your Advertising Dollar’’); Swiss 
Watchmakers’ Jack Barker (“The 
U. S. Watch Market Today”), and 
Reed & Barton’s W. T. Hurley 
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(“How to Be a Successful Host- 


’” 


ess’’). 
Sunflower State Watchmakers, 
Jewelers Join for Convention 
“The Magic of America” and 
“What’s New in the Watch Indus- 
try” were the main lecture themes 
at the joint annual convention of 


the Kansas Retail Jewelers As- 
sociation and the Kansas State 


Horological Association Apr. 12-13 


in Wichita. 

Talks were delivered respectively 
by Cliff Titus of Beech Aircraft 
Corp. and Raymond Soucie of Elgin 
Watchmakers College, at a noon 
luncheon. Evening activity included 
a social hour, buffet and floor show 
at the Allis Hotel. 

Frank J. Eschmann of Topeka 
was elected president of the 


jewelers, and John J. Wortman of 
Topeka president of the horolo- 
gists. Leo Raborn of Garnett was 
chosen vice-president by both 
groups. Other officers: Robert 
Fisher of Topeka, horological 
secretary-treasurer, and Eugene P. 
Wetzel of Wichita,  secretary- 
treasurer of the jewelers. 

The associations are planning a 
business and sales clinic for fall, 
want to have more regional meet- 
ings. 


Arkansas Jewelers Ask Repeal 
Of Federal Retail Excise Tax 


The Arkansas Retail Jewelers As- 
sociation adopted a resolution May 
3-4 at its annual convention in Hot 
Springs urging repeal of the 19 
per cent federal retail excise tax. 

Copies of the resolution were 
sent to representatives of Arkan- 
sas’ congressional delegation. 

The 300 members present for the 
two-day session heard speeches by 
Oliver R. Brecht, southwest re- 
gional vice-president of the Retail 
Jewelers of America (“The New 
Retail Jewelers of America”), and 
by Ira J. Siegfried, on competition 
today (“Tragedy or Transition’’). 

C. P. Coates of Batesville was 
elected association president, suc- 
ceeding Henry Rainwater of Wal- 
nut Ridge. Coates was elevated 
from the vice-presidency. 

Other new officers: J. L. King of 
Clarksville, vice-president, and 
Miss Selma Schloss of Pine Bluff, 
secretary-treasurer. 

Members voted to return to Hot 
Springs for the 1959 convention. 
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VICTORY DINNER: Members of the Arizona Retail Jewelers Association and 
their wives gather at a meeting Apr. 16 to toast the passage of a favorable state 
auction bill. Bon vivants also saw and heard the Watchmakers of Switzerland’s 
slide film “The Watch Market Today,” heard a talk by Newton Rosenzweig on 
“Advertising Standards and Business Ethics.” Group President Malcolm Strauss 


chaired the session. 
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LUCK OF THE IRISH: 
Quentin McCaffery, right, 
jeweler of Quincy, Mass., 
registers delight on being 
announced lucky ticket 
holder at the Massachusetts- 
Rhode Island RJA _ conven- 
tion door prize drawing. Mc- 
Caffery, second vice-presi- 
dent of the group, won a GE 
portable television set. Ells- 
worth Read, left, was chair- 
man of the prizes committee. 


Massachusetts, Rhode Island 
Jewelers Meet for Convention 


Some 400 members and guests 
gathered at the University Club in 
Boston Apr. 15 for the 43rd annual 
convention of the Massachusetts 
and Rhode Island Jewelers As- 
sociation. 

Following dinner, an entertain- 
ment program was _ presented, 
featuring Johnny Morgan as 
master of ceremonies, Dorothy 
Rankin’s marionettes, and _ the 
dance team Faye and Andre. 





RJA Gets Affiliation Charters 
From 20 State Associations 


The following state jewelers as- 
sociations have presented charters 
of affiliation to the Retail Jewelers 
of America, in the order of their 
receipt by the national group: In- 
diana, Pennsylvania, California, 
South Carolina, Massachusetts, 
New Hampshire, Kentucky, North 





Mississippi, 


Carolina, Nebraska, 
Ohio, Alabama, West Virginia, 
North Dakota, Arizona, lowa, Mis- 
sourl, South Dakota, Arkansas, and 
Florida. 

Texas and Washington are ex- 
pected to sign charters shortly, and 
a number of other state groups will 
probably take favorable action, or 
have already taken action, at re- 
cent conventions. 





National Bridal Service Picks 
Atlanta as Headquarters City 


The bridal consultant for the 
jewelry industry, National Bridal 
Service, Inc., has established per- 
manent headquarters in Atlanta, 
Ga. 

Decision to move into a perma- 
nent home came on the eve of the 
Service’s sixth year of activity. 

Development plans for the head- 
quarters include establishment of 
a resident school to which mem- 
ber stores can send their bridal 
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O RARE T-BONE: Be-aproned members of the 24 Karat 
Club of New York pay their once-a-year allegiance to the 
pleasant art of fraternal steak-eating. Affair was held 
Apr. 16 at the New York Athletic Club. Other recent 
activity of the Club was the dinner given past presidents 
by Bulova Watch Co.’s John H. Ballard. Club President 
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Dam. 


Ballard entertained 18 of the 22 former heads Apr. 22 
at the Waldorf-Astoria Hotel. Next Club social: the an- 
nual picnic outing June 11 at Travers Island. Max Jacoby 
of Jacoby-Bender is chairman of the outing committee. 
Head of the Beefsteak Dinner committee was Carl Van 


consultants for periodic courses. 
A research laboratory is also 
planned. 





Horological Institute Adopts 
Group Insurance for Members 


An association plan of income 
protection and hospitalization ben- 
efits for members of the Horologi- 
cal Institute of America has been 
adopted by the group. 

Program was set up by the 
United States Life Insurance Co. 
in three plans of coverage, which 
pay weekly indemnities for acci- 
dental injury, disability caused by 
illness and accidental death or dis- 
memberment. 


Importance of Trade Shows 
Stressed by H. W. Johnson 


H. Wes Johnson, president of 
Allied Exhibitors, Inc., declared 
recently that trade shows are of 


primary importance to smaller 
merchants. 
Only through the shows can 


these retailers see the wide variety 
of new merchandise first-hand and 
choose what they need to meet 
their customers’ demands. Too, 
they can develop sales promotions, 
work out satisfactory financing 
plans, and meet sales representa- 
tives. 

Allied Exhibitors sponsors the 
Allied Gift & Jewelry Show in 
Dallas, the Denver Gift & Jewelry 
Show and the Phoenix Gift & 
Jewelry Show. 


Steak Dinner 
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PEARLS 


NECKLACES and 
EARRINGS 
| at attractive prices 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y 








Precious Stones 


LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 
Semi-Precious Stones 
Memo Selection Sent Promptiy 


Allan (Caplan 


580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plaza 7-1560 
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CLOCK SALESMEN 


Experienced selling imported clocks. Newly 
established clock dept. of old Eastern con- 
cern has openings in all territories. Com- 
mission basis only. Good opportunity if you 
have following & are willing to help estab- 
lish business & grow. We ship, make re- 
pairs & pay comm. promptly. Our rating 
AA-1. Give details in Ist letter. Box #H., 
4142, care of Jewelers’ Circular-Keystone. 








TOP W& wat 
CHARMS 


Seld only direct te Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stone< 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 
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s Two Philadelphia area jewelers 
flew back from Argentina recently 
with a treasure trove of gems once 
owned by the late Eva Peron. The 
jewelers—Thomas J. Kelley of A. H. 
Hadley Co. and Leo J. Dolan of Die- 
singer’s—had to outbid buyers from 
Europe and the Western Hemisphere 
to obtain the jewels, which are be- 


_ lieved to be worth a half-million dol- 
lars. The two have not yet decided 
how they will sell the items. 

@ Matty the Jeweler has opened a 
new store at 12 W. Fulton St. in 
_ Gloversville, N. Y. 


« A. L. A. Casting Co. has moved to 


new, larger quarters at 37 W. 47th 
_ St. in New York. Both the offices and 


the factory will be located at the new 


address. 

_@ Henry B. Fried gave the Horologi- 
_eal Society of New York a surprise 
_ lecture at the group’s April meeting. 


Fried was called in to pinch-hit when 
the scheduled speaker, Russell Tolley, 
reported that he could not attend the 
meeting. Tolley was due to explain 
the Horological Institute of America 
insurance plan. Fried’s talk was a 
slide-lecture on the world-famous 
HIA Packard watch collection. 

s David Block of Rothman & Block. 
Inc.. New York diamond importer, 
left in April for Europe and a buying 
tour to Antwerp’s diamond centers. 

s Sex from the cradle to the grave, 
including the Kinsey report, was the 
subject of a talk by noted psycholo- 
Murray Banks before the 
April meeting of the Golden Circle 
Club in New York. Meeting was held 


_ Apr. 21 at the Netherland Club. 

_@ The Horological Society of New 
York heard Bulova Watchmen Har- 
old L. Rapp and Warren Young tell 
how Bulova procures its jewel bear- 


ings. Talk, illustrated with color 
slides, showed how the Chippewa 
Indians in North Dakota’s Turtle 
Mountains operated the Ordinance 
Plant there, from which Bulova’s 
jewel bearings come. 

s International Silver Co. has moved 
its New York offices and showroom 
from 485 Fifth Ave. to 16 E. 40th 
St. between Fifth and Madison Aves. 
Fred G. Buck continues as manager 
of the offices, which represent all 
firm lines, Hotel and Export Sales 
Divisions and the new Eyelet Spe- 
cialty division. 

s Arrow Manufacturing Co., Inc., in 
West New York, N. J., has instituted 
a new employees’ retirement plan, 
which will give employees with 30 
years’ service from $213 to $380 per 
month in retirement benefits. Plan 
is entirely paid for by Arrow. All em- 
ployees are eligible. 


ah 


s Shriro, Inc., importer of 
jewelry Sie is s currently in- 
troducing a brand new Japanese 
camera on the American market. The 
new camera—PAX-M3—has a coated, 
color-corrected “Luminar” lens, coup- 
led range finder, and other innova- 
tions. Retail cost is $59.95. 

= The Maiden Lane Outing Club will 
hold its 35th annual outing June 21 
at Greens Hotel in Pleasantdale, N. J. 
Members of the outing committee: 
Erv Kartzmer, Murray  Dolnick, 
Irving Friedman, Marvin Hittner, 
Murray Latin, Bob Paul, Bert Stern, 
Harvey Suderman, Norman Uris and 
Lou Waldman. Club has a member- 
ship of some 300; these manufac- 
turers and distributors annually en- 
tertain their retail jeweler guests at 
the traditional outing. Club officers: 
Al Altesman, president; Ray Law- 
rence,vice-president; and Jos. Frier, 
Jr., secretary-treasurer. 

s Edward Trauner, president of 
Zodiac Watch Co. in New York, and 
his wife have just returned from a 
four-week trip to the Zodiac Watch 
Co. factory in Le Locle, Switzerland. 
They also visited the Brussels Fair. 
s Jacob Karlan of Karlan & Bleicher, 
Inc., and his wife sailed Apr. 24 for 
an extended tour of Europe. Itiner- 
ary includes a visit to the Brussels 
Fair. The couple will return in July. 
= Information on the use of ultra- 
sonic equipment, plus a demonstra- 
tion of machines by a Gulton Indus- 
tries representative, was the highlight 
of the May meeting of the Watch- 
maker’s Association of New Jersey. 
The group also laid plans for the 
current membership drive activity. 

= Mel Silver of honson Corp. was a 
member of the panel discussion 
“Partnerships that Build Profits.” 
held at the first national convention 
of the Sales Promotion Executives 
Association Apr. 30-May 2 at the 
Hotel Roosevelt in New York. Sales 
and marketing executives attended 
the convention. 

= Leonard Gayson, former manager 
of Al Wasley Jewelry in Montrose, 
Pa., has purchased the business, and 
will return to Montrose to operate it. 
Albert Yonick, who has been man- 
aging the store, will take Gayson’s 
place as manager of the Wasley 
store in Towanda, Pa. Gayson has 
been with the Wasley chain for 15 
years. 

= David Dattner has opened a watch 
and jewelry repair and diamond- 
setting shop in the Ellicott Square 
Building in Buffalo, N. Y. He is 
membership chairman of the jewelers 
24 Karat Association of Western 
New York. 
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= The 10 teams of the Boston Jewel- 
ers Bowling League wound up their 
season and held the annual banquet 
at the Hampshire House on April 26, 
where prizes were awarded. I. Al- 
berts’ Sons was first among the 
teams. High-three-string honors went 
to Harry Solomon, Washington Build- 
ing, with a score of 375. Top high- 
single record went to Thomas Hag- 
gerty, of Gordon Bros., with a score 
of 1949. High individual average was 
won by Roy Clark, Jr., of Thomas 
Long Co. New League officers-elect: 
William Rushton of I. Alberts’ Sons, 
president; Frank Gendreau, Jr., of 
Frank Gendreau Co., vice-president; 
John VanTassel of Thomas Long Co., 
treasurer, and Al Levine of Sonac 
Co., secretary. Philip Barber of 
Washington Building was re-elected 
official scorekeeper. 

= A public exhibit of rare Lenox 
China pieces was staged at Shreve, 
Crump & Low in Boston Apr. 10-16. 
The exhibit featured dinnerware mas- 
terpieces created for United States 
presidents since the time of Woodrow 
Wilson, for governors of many states, 
and for such foreign dignitaries as 
the King of Saudi Arabia. 

= Recent moves in the Province 
Building at 333 Washington St. in 
Boston: David Kaplan and Mendy 
Peck, from Room 720 to Room 332; 
M. & G. Jewelers, from Room 712 to 
514; Barmakian & Steffens, from 
Room 736 to 537; Aaron Shindler and 
Philip Wortzman, from Room 738 to 
306; Israel Snapper, from Room 734 
to 434; Leonard Lamkin, from Room 
721 to 746; J. L. Landsman, from 
Room 805 to 742, and David J. Salto, 
McLeod Jewelers, from Room 734 to 
Room 642. 

s A new firm, O’Keefe and Jellson, 
Inc., opened Apr. 17 in Room 712 
Jewelers Bulding in Boston. Jerry 
O’Keefe was formerly associated 
with Barry & Epstein, Washington 
Building. Mel Jellson was formerly 
with Mendelsohn & Terban, also in 
the Washington Building. 

es Saul Goldberg, formerly with 
Brown & Block at 302 Jewelers Build- 
ing, opened the Bracelet Hospital in 
Room 305 Jewelers Building on 
Apr. 28. 

sManin Jewelers Supply Company, 
311-312 Jewelers Building, will ex- 
pand into Rooms 306, 307 and 308. 

s E. J. Wier, jeweler for many years 
at 467 Dwight St. in Holyoke, Mass., 
has moved to a new and much larger 
store at 592 Dwight St. 

ws Mrs. Nathaniel I. Goodman of N. I. 
Goodman Co., Inc., 1006-7 Jewelers 
Building, won a week’s trip for two 
to Miami, Fla., from the Women’s 
Scholarship of Boston, and set off 


JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1958 


ENGLAND 


southward May 10. 

= I. Alberts’ Sons has moved from 
the 8th floor to the 2nd floor of Jewel- 
ers Building into quarters formerly 
occupied by D. C. Percival & Com- 
pany. 

= Theodore R. Barrows, jeweler of 
Springfield, Vt., has sold his store at 
auction. 

=» Henry Nolin, jeweler of Lewis- 
ton, Me., has sold his store to John 
Cerel of Pawtucket, R. I. 

s It was erroneously reported in our 
April issue that Aaron Minsky was 
sharing quarters with Harry Heller 
at Room 401 Jewelers Building in 
Boston. Minsky is actually sharing 
Room 401 with Charles Levy. 

= Marvin C. Page is now a partner 
with his father in Page’s Jewelry 
in Laconia, N. H. He has also taken 
over management of the store. He 
recently completed studies at the 
Bowman Watchmaking, Engraving 
and Jewelry Repair Technical School 
of Pennsylvania. 

= George Glick, president of Larami, 
Inc., jewelry manufacturing firm of 
Providence, R. I., has purchased the 
assets of Superb Case Co., also in 
Providence. Glick will continue to 
operate Superb Case in its present 
location, and will move his own firm 
to the Superb plant. New consoli- 
dated name will be Superb Case 
Manufacturing Co. Joseph Lavan, 
former Superb president, will become 
vice-president. 

« Samuel M. Stone, Jr., director and 
vice-president of Swank, Inc., has 
been elected to the Business and 
Industry Advisory Committe of the 
New England Colleges Fund, Inc. The 
Fund is an association of 24 New 
England Colleges, through which in- 
dustry can contribute to the strength 
of higher education. Stone is also 
a director of the Manufacturing Jew- 
elers and Silversmiths of America, 
Inc. 

» E. Ingraham Co. was one of the 
prize-winners of the recent Associated 
Business Publications awards for 
quality advertising campaigns. Robert 
E. Carroll, Jr., is Ingraham’s director 
of advertising. Firm is located in 
Bristol, Conn. 

s Marcus Jewelers, Inc., of South 
Station in Boston, Mass., has moved 
to new, larger quarters there. Joseph 
Wotton has been added to the watch- 
making staff. 

ae M. R. T. Co., Inc., wholesale and 
manufacturing jewelry firm in Provi- 
dence, has begun celebrating its 40th 
anniversary by moving into larger 
new quarters at 357 Westminster St. 
Owners are Michael and Evandro 
Radoccia and Michael’s son Aldrich. 
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French Hand Beaded 
Jeweled 


PARIS PURSES and 
MATCHED ACCESSORIES 












To 
retail 
from 
$5 to 
$20 





HOUSE OF NASH 


316 Barrow St., Jersey City 2, N. 
HE 5-5900. (Direct ! N. ¥. Di 9- 1230) 


N. Y. Showroom 1 10 W. 33rd = 
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GUINESS, INC 
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Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

2797 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 
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BC2 — Unusual 
14K y.g. 
cultured pearl 
music charm. 
30.00 Keystone. 


H37—Aftractive 
14K y.g. cul- 
tured pearl 
heort pin. 
37.50 Keystone. 


ee Nhu ned Ponels 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 


MOG Hi 


BO} WALNUT STREET 
PHILADELPHIA 7 


HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 


AMITY U S TIME 
SEMCA 
INGRAHAM 
ULYSSE NARDIN 
WATERMAN 
SPEIDEL DORMEYER 
HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


ALVIN 

EVANS 

SCHICK 
WESTINGHOUSE 


Catalog Twice Yearly © Ask for Yours Today | 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


325 West Madison Street, Chicago 6, Illinois | 





YOU BE THE JUDGE! 
Prove to yourself how our display 
service will create better selling windows. 
Only $8.70 monthly for complete window 
display kit and over 400 matching 
price tickets. Write for . . . 


30 
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Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinncti 2. Ohic 


Jewelers 


| offices in 


_ Jewelers 
opened a second store at 701 Henne- 





s Kenyon Carr, jeweler of Hyannis, 
Mass., has redecorated and more than 


| doubled the size of his store. 


s Mitchell’s Jewelry & Gift Shop in 
Medford, Mass., has moved to 438 
Salem St., in a store double the size 
of the former location. 


« Antero Hoffren, for many years 
located in Willimantic, Conn., has 
opened a namesake jewelry store at 
60% Main St. in Danielson, Conn. 

ws Mendelsohn & Terban, Inc., 387 
Washington St., Boston, has issued a 
new catalog. 


D-WES I 


» Benjamin L. Sacks, counsel for the 
Association of Greater 
Chicago, has moved into new law 
suite 1919 Metropolitan 
Building, 134 N. LaSalle St., Chi- 
eago 2, Ill. 

s J. Willard Tobin, of J. Ralph Tobin 
& Son Jewelers in Springfield, IIl., 
has been elected president of the 
Springfield Board of Education. 

ws Wallace Silversmiths is partici- 
pating in the first National Silver 


| Jubilee celebration of the town of 


Wallace, Idaho. Celebration begins 


| this month. 


= Ronald Silver, president of Ronald 
in St. Paul, Minn., has 


pin Ave. in Minneapolis. Donald 
Chilson is store manager. The parent 
store has been a finalist in the annual 
Brand Names Foundation competi- 


tions; the new store will also feature 


brand name merchandise. 

= Wayne Maxfield has been awarded 
the title “graduate member (whole- 
sale)” by the American Gem Society. 
He is the fourth graduate member in 
his firm, Woodstock-Hoefer Watch & 
Jewelry Co., which for a number of 
years has been known as “member, 
American Gem Society.” 

s Jack Hyams has been named man- 
ager of Sallan Jewelry in the West- 


| gate Shopping Center in Toledo, Ohio. 


He was formerly manager of the 
Colony store for Basch Jewelers. 

= Mrs. Isabel Snyder has been ap- 
pointed bridal consultant for Argo & 
Lehne, jewelry firm of Columbus, 
Ohio. She will assist brides in 
selecting silver, china and glassware, 
and will also help in planning wed- 
dings, receptions and gift display af- 
fairs. 

« Wasley Ashland, Zion, Ohio’s old- 
est jeweler, has sold his business to 
Gloria Gordon and Robert H. Kolb, 
and is retiring. A few years ago, the 
long-time jeweler won six national 
watch designing awards in a contest 
sponsored by Elgin Watch Co. The 
firm named one of the designs after 
Ashland. The new-store owners are 
both graduates of watchmakers col- 
leges. Miss Gordon has been with 
Ashland for several years. 

s Preparations are being made for 
the Annual Golden Rooster Outing 
June 26 at Itasca Country Club in 
Itasca, Ill. Eleven candidates have 
been picked for initiation on this date. 
John C. Biggins is Chanticleer of the 
Golden Roosters; Mr. Stanley Kramer 


of Lossau & Kramer is chairman of 
the Wrecking Crew which will put 
the candidates through their initia- 
tion paces. 

s Robert Groya, formerly with 
Jacoby-Bender in Chicago is now 
midwest representative for the Had- 
ley division of Elgin Watch Co. Bob 
has taken an office on the fourth floor 
of the Pittsfield Building. 

= The Chicago Jewelers Association 
held its annual meeting and election 
of officers and directors May 15 in the 
Palmer House. Members had dinner 
in the beautiful Empire Room and 
were entertained by the widely-publi- 
cized and well-known Eydie Gorme, 
top singing star. New officers are as 
follows: president, Marshall Spies of 
Spies Bros.; vice-president, Albert H. 
Greene of Longines-Wittnauer, and 
treasurer, D. J. B. Prins of Son & 
Prins. Directors, who will serve two- 
year terms, are: Fred J. Hertel, Vin- 
cent J. Newman, Richard Kaplan and 
James A. Cahn. 

# Clinton Watch Company, Inc., 
wholesale Swiss watch distributor of 
111 S. Wacker Drive in Chicago, 
headed by Hyman Wein and Irving 
Wein, has taken over Hampden 
Watch Company, Inc., a similar busi- 
ness, formerly headed by the late 
Max J. Adler. Latter firm is being 
continued under the name Hampden 
Watch Corp. 

= The April luncheon meeting of the 
Chicago Jewelers Association was at- 
tended by 75 members who were 
treated to an interesting and informa- 
tive address by the Honorable Alfonse 
F. Wells, Associate Judge of the Mu- 
nicipal Court of Chicago. After his 
election to the bench, one of former 
F.B.I. man Wells’ assignments was to 
the Narcotics branch of the court, 
where he had the opportunity of 
hearing and listening to the pleas of 
some of the most depraved and help- 
less narcotic addicts of the under- 
world. Judge Wells spoke from ex- 
perience on the causes that led these 
helpless creatures to the first use of 
dope. 

= New members of the Chicago 
Jewelers Association are: John 
Greenfield & Son, wholesale jeweler, 
and Chicago Diamond Brokers, deal- 
ers in loose diamonds. 

# Raymond F. Soucie, director of El- 
gin Watchmakers’ College, presented 
a talk “What’s New in the Watch 
Business” at the May 20 meeting of 
the Horological Society of Massachu- 
setts. 
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= Paul W. Hall, partner in the whole- 
sale jewelry firm Hall-Kimes Jewelry 
Co. in Greensboro, N. C., is a candi- 
date for the Democratic nomination 
to the Guilford County Board of Com- 
missioners. Hall is vice-president of 
the Greensboro Lions Club. 

= Charles L. Wells, Jr., of Charles 
L. Wells Jewelers in Jacksonville, 
Fia., has been awarded the title “cer- 
tified gemologist” by the American 
Gem Society. 

= Edward R. Lipscomb of Sylvan 
Bros. Jewelers in Columbia, S. C., 
has been awarded the title “regis- 
tered jeweler” by the American Gem 
Society. 

= Ted Albert of Albert Jewelers in 
Palatka, Fla., has been awarded the 
title “registered jeweler’ by the 
American Gem Society. There are 
sg 700 registered jewelers in the 
ie 

= Melart Jewelers, Inc., of Hagers- 
town, Md., has opened a new store 
there in the Long Meadows Shopping 
Center. New china and glass lines 
include Fostoria and Lenox. 

= Fitzpatrick Jewelers in Memphis, 
Tenn., has formally opened its new 
downtown store at 94 §S. Main St. 
Joe Fitzpatrick is owner. 

= Charles Schwartz, president of 
Charles Schwartz & Son in Silver 
Spring, Md., has been awarded the 
title “registered jeweler” by the 
American Gem Society. 

# Gordon Brothers, jewelry store and 
stock buyers of Boston, Mass., have 
been retained by Horton’s Jewelers 
in Athens, Tenn., to liquidate the 
latter store’s stock. 

= Leo S. Blumenthal has been ap- 
pointed manager and Sidney Levison 
assistant manager of Friedman’s 
Jewelers’ W. Broad and Jones Sts. 
store in Savannah, Ga. The Fried- 
man chain, headed by B. I. Friedman 
of Savannah, has 51 stores in South 
Carolina, Georgia, Florida and Ala- 
bama. 

= Stump the Experts was the closing 
panel forum challenge at the 37th 
annual meeting of the Horological 
Institute of America May 10-12 at 
the Willard Hotel in Washington, 
D. C. 

= The Greater Washington Retail 
Jewelers Association combined cock- 
tails with business Apr. 23 at a meet- 
ing at Washington’s Hotel 2400. Mem- 
bers present saw the Watchmakers of 
Switzerland’s film, “The U. S. Watch 
Market Today.” President Sheinbaum 
announced the following commit- 
tee appointments: Membership, Don 
Wolpe; Trade Practice, Charles Sher- 
man; Newsletter, Stanley Siegel; Op- 
eration Angel, not yet named; Busi- 
ness Advisory, Dave Mann; Appraisal, 
Mel Foer; and Banquet, Bill Wright. 
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= Joel S. Kaufman, treasurer of Kay 
Jewelry Stores, Inc., with headquar- 
ters in Washington, D. C., has been 
named “Man of the Year” by the 
Brotherhood of the Washington He- 
brew Congregation and will receive 
the Bernard Elman Honor Award. 
Kaufman, long active in Washington 
civic and religious life, received the 
award May 7. He has been president 
of the Greater Washington Division 
of the United Jewish Appeal, and 


serves on the board of directors of | 


the Child Guidance Clinic of the 
Jewish Fund for Medical Research. 
Wilson Jewelry in Douglas, Ga., ob- 


served its 50th anniversary in busi- | 


ness in April. Tom Wilson and Mrs. 
Alice Longino are partners; Wilson 
is Manager. 

= Co-owner M. P. Hood of George T. 
Roy, Jewelers, in Memphis, Tenn., has 
purchased the outstanding store hold- 
ings of partner George T. Roy, Jr. No 
name or policy changes are expected. 
s P. Buford Harris, editor and pub- 
lisher of Jewelers Guild Guide, was a 
speaker at the annual convention of 
the Virginia jeweler and watchmaker 
associations in Roanoke. 

= L. G. Ballard, Jr., of Ballard & Son 
in Wilson, N. C., has been awarded 
a master watchmaker certificate by 
the Horological Institute of America. 
He has also received a diamond cer- 
tificate from the Gemological Insti- 
tute of America. 

s Woodrow W. “Woody” Ross is new 
jewelry department manager at Ster- 
chi’s Furniture in Orlando, Fla. 





Watch, Clock Collectors Group 
Plans Europe Busman’s Holiday 


A “grand horological tour of Eu- 
rope” is being arranged again this 
summer for members of the Na- 
tional Association of Watch & 
Clock Collectors, Inc., their wives, 
friends and other interested par- 
ties. 

Purpose of the trip, which will 
leave New York Aug. 2 for a 
month in 14 European cities, is to 
visit famous watch and clock cen- 
ters. One stop is the Brussels 
Fair, then to Amsterdam, Ger- 
many, and Italy. Extension tours 
to Switzerland and France can be 
arranged. 

Price of the month-long trip is 
$1193; this includes transporta- 
tion, most meals and lodgings. For 
information, contact Oscar Spit- 
zer, 665 Fifth Ave., New York 22. 
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PRECIOUS STONES 


Emeralds 
Rubies 
Sapphires 
Catseyes 
Black Opals 


In every shape and quality 


MARTIN |. HARMAN 


10 W. 47 St., N. Y. 36, N. Y. 
Circle 6-0677 





Fine 














JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, HY. 
Ju 6-0697 














Watches Wanted — Any Make or Age 


Highest paid for Antique 
Jewelry, 


Package kept aside 10 days, subject to 


prices eid 


Platinum, Diamonds, Sterling. 


~ 
your approval of our remittance 
Dun & Bradstreet 
114 Beronne Street 
tm Ola.) at ae oe 


Reference 
ANTIN’S 
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SPECTACLE SAFARIS 


are a nuisance. Frantic, frustrating searches 
for mislaid spectacles are ended with Leonore 
Doskow's Spectacle Pin which looks smart, 
while doing the job. A mere $3.50 Retail, in- 
cluding monogram, plus 35¢ Federal Tax. 

Chicago Jewelry Show, Booth 136, Conrad Hilten Hotel 
New York Jewelry Show, Booths 333 & 332, Jade Room, 

Waidorf-Asteria Hotel. 


LEONORE DOSKOW, Inc. 
Montrose New York 





NYE’ Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oi! 
1844 


since 


New Bedford Mass. 








| PERMA-FLASH| 


is the name of the finish on 
-newly designed C 
» Wedding Rings in 14K gold. 
They remain ‘Honeymoon 
Bright" for life . 
~ on sight. 


CERTIFIED METALS Co. 
119 Edison Pl.. Newark2, NJ. 
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WEDGWOOD 
Bone China Dinnerware, Queen's Ware 
Jasper and Biack Basalt 
Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















MADDOCK & MILLER, 


Importers of 
ENGLISH CHINA 
aad 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
148 Sth Ave., New York 16, HN. Y 
AL. 4-60104 





CROWN DUCAL Dinnerware FOLEY Bene China 
MASON’S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 


Chatham Research Laboratories 
70—i4th St.. San Francisco 3, Californie 


Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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| # Retail jewelry store sales in Texas 


showed a decline of 6 per cent in Feb- 
ruary 1958, from February °57, ac- 
cording to the University of Texas. 
# The oldest retail jewelry store in 
Corpus Christi, Taylor Brothers, at 
431 Starr St., is celebrating its 30th 
anniversary. 

s The third regional meeting of the 
Texas Jewelers Association was held 
May 20 at the Hotel Gunter in San 
Antonio, Tex. The San Antonio com- 
mittee of the Association: Richard 
Reiner, chairman; Paul Gomez, Milton 
Arbetter, Rigsby Hammond and Ed 
Harker. 

s R. H. (Barney) Oldfield, watch- 
maker of Port Arthur, Tex., was re- 
cently presented with an honorary 
life membership by the Sabine Area 
Guild No. 10 of the Texas Watch- 
makers Association. Active in asso- 
ciation affairs since organization of 
the Texas Watchmakers Association, 
Mr. Oldfield was instrumental in or- 
ganizing the East Texas Guild No. 18. 
He is the oldest member of the Sabine 
Area Guild. 

= The American Gem Society has 
notified Frank Everts, Jr., vice-presi- 
dent of Everts Jewelers in Dallas, 
that he has met the standards quali- 
fying him as a certified gemologist. 
These qualifications include successful 
completion of a recent 12-hour AGS 
graduate examination. 

= Bob Jackson, jeweler in Blackwell, 
Okla., has been named president of 
the Blackwell Junior Chamber of 
Commerce. Jackson took over duties 
of his new office after installation 
ceremonies at a banquet in April. 

s R. D. (Bob) Armstrong, owner of 
Armstrong Jewelry, Waco, Texas, has 
returned from Washington, D. C., 
where he recently attended a meeting 
as representative of the Texas Jewel- 
ers Association, Armstrong is a past 
president of the Texas Jewelers As- 
sociation. 

= The Texas Watchmakers Associa- 
tion recently chartered its 21st guild 
in the Lufkin area. A charter was 
presented to the new guild by William 
F. Pruett, president of the Associa- 
tion, at a banquet Mar. 22. 

= Stanley Prussack, 27, is new man- 
ager of Zale’s Jewelers at 226 W. 
Broadway, Muskogee, Okla. He re- 
places George Chewning. 

ae W. N. Phillips, watchmaker from 
Louisiana, is in charge of the jewelry 
and watch repair department of the 
new Gem Jewelry store in Orange, 
Tex. 

e Mr. and Mrs. Howard Gertz have 
re-opened the Binita, Tex., Jewelry 
Shoppe in a new location with all 
new merchandise, in nationally known 
jewelry and other lines. 

= Mr. and Mrs. O. W. (Doc) Franks 


SOUTHWEST 


have opened Workman Jeweiry in 
Midwest City, Okla. The new store 
is the only jewelry store in Glen- 
wood Plaza Shopping Center. 

= Paid-up members of the Texas 
Jewelers Association have received 
association membership decals. They 
are suitable for mounting on store 
doors or windows. 

= Merle W. Bass, formerly watch- 
maker in Grand Prairie, Tex., is now 
with Selma Schloss Jewelry in Pine 
Bluff, Ark. 

ws The Graham Jewelry in Comanche, 
Okla., has moved to a new location. 
Ben Graham is owner. 

e B. C. Clark’s Jewelers, Oklahoma 
City firm in its 66th year of opera- 
tion, recently celebrated the first 
birthday of their B. C. Clark’s May- 
fair with a special sale at the firm’s 
shopping center branch. 

ws After more than 54 years in the 
jewelry business in Muskogee, Okla., 
T-Miller Jewelers is going out of 
business. Located at 212 West 
Broadway, the firm began its final 
sale on April 16. 

ws The various types of timing ma- 
chines and the ultrasonic cleaning 
process were principle topics dis- 
cussed at the convention of the South- 
ern Region of Texas Watchmakers 
Association held recently at Corpus 
Christi. R. Dodd Weslaco was elected 
new regional governor of South 
Texas. Dodd succeeds Linard Stin- 
nett, of Pharr. 

a Tipton’s Jewelers recently held a 
gala opening to show off its new store 
at 3 E. Main St. in Shawnee, Okla. 

= The Capitol Area Guild No. 5 of 
the Texas Watchmakers Association 
recently elected the following officers: 
F. A. Coburn, President; Martin Ay- 
ers, Secretary; and Miss Ethel Wag- 
ner, Treasurer; all of Austin. 

es Jess M. McEntee, of McEntee Jew- 
elers, Main and Harvey, Oklahoma 
City, Okla., has been re-elected a di- 
rector of the Diamond Council of 
America at its annual meeting in New 
York. 

= Carl B. Flaxman, former vice-pres- 
ident and secretary of Linz Bros. in 
Dallas, has been elected president of 
the firm. He succeeds the late Asher 
M. Kahn. The board of directors re- 
elected Guy Hirsch vice-president and 
treasurer and Clarence Badt and 
Joseph §S. Linz vice-presidents. Alan 
Linz Kahn has been named vice-presi- 
dent and secretary, and Albert Linz 
Hirsch vice-president and assistant 
treasurer. 

= Wheeler Jewelry Co. has moved 
from the Coronada Plaza Shopping 
Center in Oklahoma City to new and 
larger quarters at 4026 N. McArthur 
St. there. It is owned and operated 
by Mr. and Mrs. Hal Wheeler. 
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= The Jewelers 24 Karat Club of 
Southern California conducted a sym- 
posium at its April 8 meeting at the 
Elks Temple in Los Angeles. Direc- 
tors Rudy Apffel, Herman Babich, 
Arthur Ballard, David Blum, Eddie 
Endman, Stan Jacobs, Bob Mendel- 
son, Herb Mitchell, Jack Morris, 
Arthur Ross, Dave Schwartzmann, 
Herman Siegel, Martin Thomas, Mal- 
colm Tipp, Sam Warshaw, Raleigh 
West and Bob Wolman, and the mem- 
bership at large, exchanged opinions 
and discussed the problems of staying 
in business today. 

= James G. Donavan, Jr., president 
of Donavan & Seamans Co., Los An- 
geles retail jewelers, recently ap- 
pointed Malcolm W. Hatch vice-presi- 
dent in charge of sales. Hatch was 
formerly western division manager of 
The Gorham Co. 

= Ernest Steffen, Jr., was recently 
named Merchant of the Week by the 
San Francisco News. He and a 
brother are partners in the Swiss 
Diamond Palace on Mission St. in 
San Francisco. His father was one 
of four brothers who founded the 
then Steffen Bros. Jewelers in 1909. 
= New Hermes, Inc., maker of ultra- 
sonic cleaning machines, appointed 
Jack L. Domito representative in the 
territories of California (Bakersfield 
north), Oregon, Washington, Idaho, 
Utah, and Nevada. Domito also rep- 
resents F. H. Noble & Co., manufac- 
turer of “trophies for champions,” 
in the same territory. 

= Jean Valencia, a newcomer in the 
San Francisco jewelry field, is now 
associated with Harrison Fisher, 
manufacturer of cultured pearl ear- 
rings, necklaces, and bracelets, at 
704 Market St. 

=» Thomas Owyang with E. W. Rey- 
nolds Co’s. San Francisco division 
since 1937, is now associated with the 
Gene A. Siekert Agency, wholesale 
jewelers and manufacturers’ agent 
at 657 Mission St. in San Francisco. 
= The West Coast Swiss Watch Co., 
importer of watches and wholesaler 
of watch attachments, has moved 
from 830 Market St. to 618 Mission 
St. in San Francisco. 

es The Maxwell Robbins Co. and its 
affiliate the R & S Diamond Co., 
headed by Maxwell Robbins and 
Rudolph Stien, moved to Room 1014 
Mutual Bldg., 704 Market St., San 
Francisco. Former location of both 
firms was 830 Market St. 

= DeLane Jewelry, California chain, 
has appointed Harold Kaufman man- 
ager of the firm’s Richmond branch. 
Kaufman formerly managed the Oak- 
land store. 

e L. J. Milenbach, president of 
Milen’s Jewelers chain, has appointed 
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WEST COAST 


Philip Heyman advertising manager 
for all of the firm’s stores, now lo- 
cated in Oakland, Richmond, and 
Hayward, Cal. 

s Vic Graber and his champion Oak- 
land Crescent Jewelers polo team, 
playing many weekend competition 
games in Santa Barbara, are four- 
time winners of the intercircuit cup, 
keep in form by constant competi- 
tion. Graber, who captains the team, 
is president of the Crescent Jewelers 
chain of jewelry stores. 

# Sam Haffner, Inc., wholesale Jew- 
eler at 315 W. Fifth St. in Los 
Angeles, has added Ray W. Murphy, 
formerly with E. W. Reynolds Co., 
to its sales force. 

es Still Carlson has been named 
sales-service coordinator for Jacoby- 
Bender Inc., in the southern Cali- 
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fornia area, as part of the firm’s | 
stepped-up sales promotion and mer- | 


chandising program. 


= Art Fein, well-known in diamond | 
circles here and abroad, has joinea | 
the staff of Son & Prins Co. at 448 | 


S. Hill St. in Los Angeles. 

w Francis Schmitt will cover Arizona 
and a portion of the local territory. 
Bernie Loeb will cover the San Joa- 
quin Valley and parts of Los Angeles, 
for Simon Green Co. in Los Angeles. 
= Francis Alterman, has been named 
manager of Lawson’s Jewelry branch 
in Reseda, Cal. 

ws Albert Binder and his son, Erwin, 
have purchased Marty’s Jewelry in 
Los Angeles from Marty Glick. Firm 
name has been changed to Binder’s 
Jewelers. 

= The Jewelers 24 Karat Club of 
Southern California held its installa- 
tion dinner dance May 15 at the 
Sportsmen’s Lodge in North Holly- 
wood, Cal. Newly-installed officers: 
president, Jack Morris of Morris 
Credit Jewelers in Los Angeles; first 
vice-president, Robert Mendelson of 
Calan Co. in Los Angeles; second 
vice-president, Sam Warshaw of 
Sherry’s in Pomona; treasurer, Ra- 
leigh West of Allison-Kaufman Co. 
in Los Angeles and secretary, Her- 
man Siegel of Robbins Jewelers in 
Los Angeles. New directors: Rudy 
Apffel, Herman Babich, Arthur Bal- 
lard, David Blum, Edward L. End- 
man, Stanley O. Jacobs, Herb Mitchell, 
Arthur Ross, Dave Schmartzmann, 
Martin Thomas, Malcolm Tipp, and 
Robert Wolman. Retiring president 
was Irving Kaufman of Allison- 
Kaufman Co. The arrangements com- 
mittee, headed by Arthur Ross, in- 
cluded Herman Siegel, Robert Men- 
delson, Malcolm Tipp and Walter 
Dorrer. Evening included cocktails 
at seven and dinner at eight, followed 
by dancing to the music of Jerry 
Rosen’s Orchestra. 












YOU WORK HARD 


and what do you get? 
NOT money, 


OLD 


It's a fact. Today you have to 
work harder to make a dollar 
and still harder to keep it. 
While you're working hard, 
you might as well think about 
new ways to get business. 
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WE CAN HELP YOU 











Meeting competition by run- 
ning a sale on your own is not 
the answer. Everybody's doing 
that every day of the year. The 
right way is to run a profession- 
ally planned and promoted re- 
tail sale. The beauty of this, 
besides making some money, 
is that your customers need not 
know it's the work of an out- 
side organization like ours. 
We're completely in the back- 
ground. 

Brill & Colmes, auctioneers 
and appraisers, has specialized 
in retail and auction sales, or a 
combination of both for over 35 
years. We've also planned and 
promoted entire newspaper 
campaigns for retail jewelers 
. . » Reorganization Sales—Go- 
ing Out Of Business Sales — 
Auction Sales—all with phe- 
nomenal results. 

Why muddle from one hit or 
miss sale to another? It costs 
no more to do it the right way. 

We welcome inquiries about 
any such sale. For information, 


WRITE, WIRE, PHONE COLLECT 
NO OBLIGATION « NO EXPENSE 


BRILL & COLMES 


> 
and Associates 
Auctioneers & Sales Specialists 


45 W. 45th St., N.Y. 36 JU 6-2334 
Members Jewelers Board of Trade 




































Solve 


your 
polishing, 
plating. 
lacquering 


problems 


~ ato price! 


Solving your polishing, 
plating, and lacquering 
problems need not cost 
more money. 


At Micro Plating, our 
Polishing and Lacquering 
Department has devised 
methods of increasing 
quality of this work with- 
out increasing costs. 


A telephone call will 
bring our representative to 
you to discuss your prod- 
uct and give you an accu- 
rate estimate. 


MICRO PLATING 


CORP. 
43 W.13th St. « New York 11, N.Y. 
AL 5-1850 


Lif 





Coming Events 
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4-6—National Wholesale Jewelers 
Association annual convention, Shel- 
bourne Hotel, Atlantic City. 

7-8—Texas Watchmakers Associa- 
tion annual convention, Shamrock- 
Hilton Hotel, Houston. 

7-8—New York State Watchmak- 
ers Association convention, Seneca 
Hotel, Rochester. 

10-11—Educational Jewelry Manu- 
facturers’ Association annual meet- 
ing, New York Athletic Club, New 
York. 

16-27—International Home _ Fur- 
nishings Market, Merchandise Mart, 
Chicago. 

22-23—Vermont RJA annual con- 
vention, The Lodge, Stowe. 

29-30—New Hampshire RJA an- 
nual convention, Wentworth-by-the- 
Sea, Portsmouth, N. H. 
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6-11—New York Lamp Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

6-11—New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing. 

7-11— National Housewares Ex- 
hibit, Atlantic City, Auditorium, N. J. 

7-11—International China, Glass 
and Tableware Show, Chelsea Hotel, 
Atlantic City, N. J. 

13-14—Mississippi RJA annual con- 
vention, Buena Vista Hotel, Biloxi. 

13-18—National China, Glass and 
Tableware Show, Hotel New Yorker, 
New York. 

20-21—-Southern Jewelry Travelers 
Association meeting, Henry Grady 
Hotel, Atlanta, Ga. 

20-23—Washington Gift Show, Ho- 
tel Willard. 

20-23—Southeastern China, Glass 
and Gift Show, Municipal Auditorium 
and Atlanta Biltmore Hotel, Atlanta, 
Ga. 

20-23 — Annual Southern Jewelry 
Show, Atlanta. 

20-25—Western Furniture, Lamp 
and Accessories Show, Exhibit Hall, 
San Francisco. 

27-30—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel. 

27-30—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

27-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 
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3-6—China, Glass, Gift, Jewelry, 
Toy and Stationery Show, Civie Audi- 
torium, Sheraton Palace, St. Francis 
Hotel, Western Merchandise Mart, 
San Francisco. 

3-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

3-15 — Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-11—North Dakota Watchmakers 
and Jewelers Association convention, 


Bismarck. 

10-13—-Cotton States Gift, Jewelry 
and Stationery Show, Peabody Hotel, 
Memphis, Tenn. 

10-13—Portland Gift Show, Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 

10-14—Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

17-20—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Seattle, Wash. 

24-26—-Pennsylvania RJA annual 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 

24-26—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

24-27—Minneapolis Gift Show, 
Radisson Hotel. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

24-29—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

29-31—United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 2—Ohio and West Vir- 
ginia RJA joint annual convention 
and jewelry show, Netherland Hilton 
Hotel, Cincinnati. 

31-Sept. 3— California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4— Detroit Gift Show 
(Fall), Hotels Statler and Sheraton- 
Cadillac. 

31-Sept. 4—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 
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1-5—Boston Gift Show, Hotel Stat- 
ler. 

6-10—Detroit Jewelry Show, Hotel 
Statler. 

7-10—Miami Gift, Jewelry, Sta- 
tionery, Toys and Housewares Show, 
Dupont Plaza Center. 

13-14—Missouri RJA annual con- 
vention, Governor Hotel, Jefferson 
City. 

14-17—Denver Gift and Jewelry 
Show, Hotel Albany. 

14-17—Indianapolis Gift Show 
(Fall), Hotel Claypool. 

20-22—-Michigan Retailers Associa- 
tion annual meeting, Pantlind Hotel, 
Grand Rapids. 

28-30—Fourth Phoenix Gift and 
Jewelry Show, Hotel Westward Ho, 
Phoenix, Ariz. 

28-Oct. 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 
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4-6—Florida State Watchmakers 
Association convention, Golden Gate 
Hotel, Miami. 
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| Obituaries 








David Goldstone, 63, vice-presi- 
dent of Imperial Pearl Syndicate, 
Inc., died May 4 at his home in 
New York. 


Bertram Weinman, sales represen- 
tative in New England and New 
York for Walcott Manufacturing 
Co. of Providence and Berk Co. of 
Boston, died April 20. 


S. T. Rice, 90, pioneer jeweler of 
Chattanooga, Tenn., died May 5B. 


He had operated his store for 50 | 
years, was watch inspector for the | 


Southern Railway. 
daughter and two sons survive. 


His wife, one | 


J. Frederick Hussey, retired presi- | 
ident of Baird-North Jewelers in | 


Providence, R. I., died Apr. 25. 


Herman Fradkoff, salesman for 


Bell & Bell in Boston, died Apr. 28. | 


William E. Blanchard of Blan- 
chard’s Jewelry in Gloucester, 
Mass., died Apr. 27. 


Morris Adler, 67, wholesale jew- 
eler of Seattle, Wash., died Apr. 
12. He came to this country from 
Frankfurt, Germany in 1940. His 
son and daughter survive. 


Harry Barr, 65, vice-president of 
Barr Bros., Inc., in Norfolk, Va., 


died Apr. 3. His wife, two daugh- | 


ters and a son survive. 


Joseph M. Wildman, 76, retired 


founder of the J. M. Wildman & 
Co. in Rochester, N. Y., died Mar. 
31. He is survived by his wife 
and two daughters. 


Asher M. Kahn, 73, who rose from | 


store clerk to become president of 
Linz Bros. in Dallas, Tex., died 
Apr. 5. He was an active civic 
and philanthropic leader in Dal- 
las. In the jewelry industry, he 
was recognized as an authority 
on antique silver. His wife, a son 
and two daughters survive. 


John Brodkey, 72, owner of Nor- 
man Jewelry Co. in Sioux City, 
Iowa, died Apr. 11. He had been 
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a Sioux City jeweler for 50 years. 
His wife, son, and three daugh- 
ters survive. 


Raymond J. Terheyden, 65, presi- 
dent of the 103 year-old Terhey- 
den Co. in Pittsburgh, Pa., died 
Apr. 25. He joined the firm his 
grandfather founded after gradu- 
ation from Duquesne University. 
He is survived by his wife. 


Arthur F. Smith, 55, president of 
Tuttle Silver Co. in North Attle- 
boro, Mass., died Apr. 16. He was 
also president of Smith & Smith, 


a subsidiary of Tuttle, and was 
a member of the Boston Jewelers 
Club. His wife and three daugh- 
ters survive. 


James F. Huffman, 69, retired 
vice-president of Houston Watch 
Co. in Houston, Tex., died Apr. 7. 
He is survived by his wife and 
several nieces and nephews. 


Clarence T. Humphrey, 57, owner 
of C. T. Humphrey in Mooresville, 
N. C., died in April. His wife, 
two daughters and two sons sur- 
vive. 











111 N. Wabash Avenue, Chicago 2, Ill. 





You'll congratulate yourself 
for accepting the suggestion 
to ship your old gold, gold 
filled and plated scrap, op- 
tical frames, bench sweeps, 
sink settlings, filings and pol- 
ishings to Goldsmith Bros. 

Fellow jewelers who have 
“tried them all’’ find that it 
pays to ship to Goldsmith 
Bros....where 91 years of ex- 
perience as specialists in the 
precious metal field insures 
them (and you) of the max- 
imum in returns .. . checks 
that satisfy. 


oldemilh Bre. 


SMELTING & REFINING CO. 


+ 74 W. 46th Street, New York 36, N.Y. 


OAKLAND 



























News of Personnel 











Arthur Fein has been appointed to George H. Ragland has been named 
the sales force of Son & Prins Co., southeastern sales manager with 
Los Angeles. Fein has been diamond 
buyer for Broder Marks Co., and is 
well known to the West Coast trade. 

Elgin National Watch Co. has an- 
nounced three new appointments. 

Roy C. Green becomes a sales rep- 
resentative covering West Virginia 
and parts of Virginia, Kentucky, Ohio 
and Maryland. Green was formerly 
with Gruen Watch Co. and with 
Erwin Newman Jewelry, Lexington, 

Ky. : GS. H. Ragland 
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“Everybody in town has a watch, a 
piece of jewelry or silverware... 
something they want engraved. 
Custom engraving service means a 
continuous stream of business that 
really adds up!” 


A. L. Aronow 


Sharon Credit Jewelry Co. New York City 


it’s easy money _ with 


BngraVOgrapn 


the tracer-guided 
portable engraving 
machine anyone can 
operate—more than 
16,000 jewelers have it! 





Send for booklet 


a 


mew hermes ENGRAVING MACHINE CorRP. 
13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 





headquarters in Washington, D. C. 
Fred Board, who formerly covered 
most of the Southeastern area, will 
now supervise the central region. 
Prior to his new assignment, Ragland 
was Eastern sales manager for El- 
gin’s Wadsworth-Hadley division. 

A. D. Masters has been appointed 
sales manager of Elgin’s trade mate- 
rials. Working under Masters will be 
Sam H. Ridgway and Lawrence E. 
Weckerling who will service trade- 
material distributors. Ridgway will 
cover the Eastern section of the coun- 
try; Weckerling the Southwest and 
Central sections. Masters, who was 
assistant to the vice-president .for 
marketing since 1955, joined the firm 
ll years ago. 


Above: 
A. D. Masters 
Above, right: 
T. B. Wiedner, Jr. 
Right: 
C. L. Traeger 


Thomas B. Weidner, Jr., has been 
appointed district sales manager for 
E. Ingraham Co. in the Detroit area. 
He was formerly commercial sales 
manager with American Motors Sales 
Corp. in Chicago. 

Clayton L. Traeger has been named 
marketing services manager, a new 
post, for Westclox, La Salle, Ill. He 
was most recently general sales man- 
ager of Nachman Corp., Chicago. 

Louis Bold, of Los Angeles, has 
been appointed representative on the 
West Coast for Hammerman Bros.. 
New York, manufacturers of plati- 
num jewelry. 

John E. Clarke has been named 
merchandising manager for the Gen- 
eral Electric Co.’s portable appliance 
department in Bridgeport, Conn. 
Clarke formerly was merchandising 
manager for television in the Hot- 
point division of G. E. His previous 
experience also includes positions in 
advertising agencies. 

William Seifert, working out of the 
home office, has replaced Andre 
Backar as Southeast sales represen- 
tative for Kem Plastic Playing Cards, 
Inc., 595 Madison Ave., New York. 

Earl Frank has been appointed re- 
gional sales manager for Glamour 
Vanities, Inc., and Harwood Manu- 
facturing Co. products. James Bryan 
will work with him. Mr. Frank also 
handles the Craftsman wallet. 
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New Flexible Unit Displays 
Howard Miller Clock Models 











This new unit provides dealers with 
a complete Howard Miller clock cen- 
ter in a small area. 

It is composed of three vertical 
hinged panels painted orange, green 
and white, with space to display six 
clocks and a center space for photo- 
graphs. Mounted on a black pipe 
frame, the three panels can be closed 
to form a triangle, creating a focal- 
point display. When used with the 
two side panels winged forward, a 
tilted shelf fits inside the pipe frame 
to hold a basket of catalogues or two 
additional clocks. 

Contact Howard Miller Clock Co.., 
Zeeland, Mich. 


Cross Pens, Pencils Featured 
In Point-of-Sales Displays 


These counter displays feature 
Cross pens and pencils. They are for 
the use of dealers during the coming 
Father’s Day and graduation gift- 
market selling. The displays have 
interchangeable signs. 

Contact A. T. Cross Pencil Co., 53 
Warren St., Providence, R. I. 
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A New Television Console 
Announced by Emerson 


A new 21-inch, 110-degree, full- 
power transformer television console 
has been announced by Emerson. 

To give distributors and dealers 
the greatest possible flexibility the 
new model (1470) has an open dealer 
and list price. It is being introduced, 
says the company, as evidence of 
Emerson’s endorsement of President 
Eisenhower’s recommendation that 
manufacturers produce the kind of 
merchandise the public wants. 

Contact Emerson Radio & Phono- 
graph Corp., Jersey City 2, N. J. 


Arpeggio Watches Featured 
In New Package Display 


This new rack display featuring 
Arpeggio watches and the packages 
in which they are delivered is avail- 
able to retailers. 

Arpeggio says jewelers are assured 
of no repair problems. 

Contact Arpeggio Watch Co., 47 E. 
28th St., New York. 


Van Dell Jewelry | uunches 
New PR and Ad Campaign 


Van Dell Jewelry Corp., creato: 
of gold-filled and sterling costume 
jewelry, is undertaking a national 
consumer public-relations and adver- 
tising campaign. 

Objectives are: To show the con- 
sumer who prefers authentic stones, 
sterling and gold-filled jewelry that 
Van Dell has imaginative and effec- 
tive styling and reliable quality-price 
ratio; to make the jeweler aware that 
Van Dell is a nationally known brand 
name that will make sales for him, 
and to assure him that he will not be 
undercut in price by any competitor; 
finally to show the distributor that 
Van Dell is a pre-sold product worthy 
of his major efforts, that Van Dell 
markups will be strictly maintained 
and his margin of profit kept secure. 

Contact Van Dell Jewelry Corp., 
162 Clifford St., Providence, R. I. 


Craftsman Offers New Display 
For "Key-Tite" Key Cases 


This free display merchandiser 
holds six of the newly designed Crafts- 
man “snap-open” key cases. A spring- 
hinge construction permits the case to 
open with the flip of a finger and to 
stay shut when closed. 

The “Key-Tite,” which has room 
enough inside for plenty of keys plus 
auto license or charge plate, retails 
at $1.98 plus tax. 

Contact Craftsman Billfolds, Pat- 
erson, N. Y. 


Clausin's New Window Display 
Features Princess Rings 


“Springtime is Princess Diamond 
Ring time” is the theme of this new 
window display timed to catch the 
traditional upsurge of weddings and 
engagements. 

The display suggests a garden scene 
with flowers twined around white 
trellises, the Princess diamond rings 
being shown in gift boxes. 

Contact S. H. Clausin & Co., 41 
N. 12th St., Minneapolis, Minn. 





New J-B Display Designed 
For Repair Department 
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Jewelers’ Best 


A “Watchmate Trio Display,” de- 
signed to increase “add-on” sales in 
the watch-repair department, is of- 
fered to jewelers by J-B. Two men’s 
and one woman’s Watchmate are fit- 
ted vertically into a jet-black plastic 
base with a gold-stamped message. 

Display is free with purchase of 
three featured bands. Keystone is 
$23.80; retail $25.85 FTI. 

Contact Jacoby-Bender, Inc., Wood- 
side, N. Y. 


Ronson Offers “Butron" Fuel 
In “Multi-Fill" Cylinder 


A new fuel for Ronson’s Varaflame 
pocket lighters and butane - fueled 
table lighters, known as “Butron,” 
comes in a “Multi-Fill” cylinder which 
holds more than a year’s supply. 

The tube seals itself after fueling; 
fuels lighter in seconds; provides 
steady, odorless flame; gives tall or 
short lights; eliminates wick and cot- 
ton. Multi-Fills are packed six to a 
carton and retail for 75¢ each. 

Contact Ronson Corp., 31 Fulton 
St., Newark, N. J. 


132 


TV Program Will Promote 
Simmons Tie-Cuff Link Set 


Gold filled reversible tie slide and 
cuff link set MS-4214, by R. F. Sim- 
mons Co., will be featured on the day- 
time TV program, “The Price Is 
Right,” as part of the Father’s Day 
Showcase. Dates are: June 9, 10, 11 
and 12, from 11 to 11:30 a. m. 
E.D.S.T. 

The “Showcase” will prompt local 
viewers (on 132 stations, coast to 
coast) to telephone or call on the re- 
tail jeweler for price of the product 
featured. Bids are then mailed di- 
rectly to the program. Retailers are 
urged to capitalize on this unusual 
promotion. In the past, an average 
of 3,500,000 letters have been received 
bidding on the merchandise shown. 


Ship's-Wheel Motif Featured 
in New Design by Squire 


Men’s jewelry goes nautical. 
Mother-of-pear! inserts make a smart 
contrast on the rhodium - finished 
metal of these ship’s-wheel pieces. 
The set retails at $5 plus tax, in a 
presentation gift package. 

Other motifs available in the new 
Squire “Recreation Series” are golf, 
hunting, fishing, bowling, baseball, 
tennis, basketball. 

Contact Squire, Inc., 
Mass. 


Taunton, 


“Coronation” Open-Stock Sale 
To Be Repeated by Community 


Community is scheduling additional 
production of most of the openstock 
items of “Coronation.” The pattern 
will again be available to dealers 
during the period June 26 to July 19. 

The company says the repeat is in 
response to an overwhelming dealer 
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and customer demand. 

Contact Community division of 
Oneida Ltd. Silversmiths, Oneida, 
mi Bs 


Revolving Satellite Display 
Offered to Starfire Dealers 


Starfire Diamond Ring jewelers are 
using this new display to promote 
their line during the popular Spring- 
Summer wedding season. 

An American Beauty rose column, 
atop a raised semi-circular base of 
white velvet, supports a_ revolving 
star and multi-colored flowers. Flash- 
ing light behind Starfire sign gives 
added attention value to display in 
dealer’s window. 

Contact A. H. Pond Co., Syracuse, 
ee gS 


Schick, Inc., Announces 
New “Whiskaway”™ Shaver 


The “Whiskaway,” a man’s electric 
shaver with a suggested retail price 
of $22.50, less $5 trade-in allowance 
for an old shaver, is introduced by 
Schick, Inc. 

The Whiskaway features Schick’s 
built-in whisker guides, super-honed 
head, and AC/DC rotary motor. 
Travel case, in morocco-grain finish 
with black base, holds shaver, cord 
and cleaning brush. 

Contact Schick, Inc., Lancaster, Pa. 


New "Skylight" Package 
Displays Gruen Watches 
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A new break-resistent “Skylight” 
package displays the new Gruen 
Guild line of watches to advantage. 

Featuring a plastic, ribbed window, 
the Skylight captures the light and 
reflects it down into the open box of 
satin and velvet. The box can be per- 
sonalized by engraving the customer’s 
name on the plastic area. 

Contact Gruen Watch Co., 630 
Fifth Ave., New York. 
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New Display Panel Features 


Three Zippo Lighters 





This new display “Profit Panel” is 
announced by Zippo. It holds three 
of Zippo’s fastest-selling models 
which retail at $3.50 each. 

The panel is eight inches wide and 
nine inches high. Styrofoam is used 
to separate the panel faces. 

Contact Zippo Mfg. Co., 
Pa. 


Bradford, 


Consolidated Tool Presents 
Home Tool Kit for Women 



















“Diligent Duchess” household-to*] 
kit is a packaged assortment of hand 
tools designed specifically for use 
in the home by women (the producer 
says market research shows that tools 
are used more by women in the home 
than by men). 

The tools are relatively small and 
light and designed as a matched set. 
The fitted kit, which may be hung on 
the inside of the door to the broom 
closet, makes them readily accessible. 
Sets are priced from $9.95 to $49.95. 

Contact Consolidated Tool Co., 2209 
Santa Fe Ave., Los Angeles. 
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Round Trip to Italy Is Prize 
In Reed & Barton Contest 


A free round trip to Italy for two 
is first grand prize in Reed & Bar- 
ton’s big new window-display contest, 
which is being held to promote the 
company’s new sterling-flatware de- 
sign, “The Diamond Pattern.” 

The contest is open to every store 
with a representative stock of “The 
Diamond Pattern.” Contestants pay 
no entry fee to take part. A photo- 
graph of the window display and an 
official entry blank are all that is 
required to enter. Closing date of 
the contest is June 30. 

Many additional prizes in services 
of “The Diamond Pattern” will be 
awarded runners-up. 

Contact Reed & Barton 
smiths, Sales Promotion Dept., 
ton, Mass. 


Silver- 
Taun- 


Karlan & Bleicher Offer 
“Stellate’’ Mailing Stuffer 





©? 


This colorful envelope stuffer to be 
mailed to consumers proclaims the 
advantages of “Stellate’” diamond set- 
tings. 

It describes the new K & B setting 
which utilizes four melee set in the 
top of engagement ring, creating the 
illusion of greater size and producing 
greater brilliance. 

Stellate mat service and window- 
display material are also available. 

See your wholesaler or contact Kar- 
lan & Bleicher, 136 W. 52nd St., New 
York. 


New Christmas Gift Catalogue 
To Be Issued by Reynolds 


The full-color Reynolds Christmas- 
gift catalogue produced last year is 
said to have been so successful in 
creating extra sales volumes that a 
repeat has been demanded for 1958 
with the request for earlier delivery. 

Reynolds says a total of 873 jewel- 
ers, more retailers than used any 
other syndicated material, last year 
distributed some 2% millions of the 
catalogues to their customers. 

The 1958 catalogue is being pre- 
pared for early fall delivery on a 
national basis. Additional informa- 
tion on the promotion program may 
be obtained from Jack Resnick at 
E. W. Reynolds Co., 5550 Harbor St., 
Los Angeles. 





Ultrasonic Process Machines 
Mass-produced by Narda 





This “SonBlaster,” a laboratory- 
size ultrasonic-cleaning unit, is from 


Narda. The company says it is the 
first mass-produced machine of its 
kind and is adapted to a wide range 
of laboratory and industrial uses. 

The SonBlaster consists of genera- 
tor and cleaning tank with integral 
transducer. Tanks are of %- or %- 
gallon capacities. There is choice of 
four timers. The model shown sells 
at $175 complete. 

Contact Narda Ultrasonics Corp., 
118 Herricks Rd., Mineola, L. I., N. Y. 


Repairman Sales Aid Offered 
By Hairspring Vibrating Co. 
This new sales aid is designed to 
improve the standards of the repair 
trade and to show the repairman how 
he can improve his sales technique. 
It is in the form of an 8% in. x ll 
in. card presenting on one side an 
exploded view of a jewel-lever watch, 
diagrams and standard prices for 
part replacements. On the other side 























(shown above) are suggestions for 
special services, such as a new dial, 
a new crystal, the use of special em- 
blems and names on dials. 

Accompanying the card is a letter 
from Hairspring to the repairman 
giving him suggestions on showing 
the card to customers for extra sales. 

For further information contact 
Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J. 

















Free Display Offered for 
Five Lady Elgin Watches 


With every purchase of five Lady 
Elgin diamond watches, ranging in 


price from $100 to $195, Elgin is 
offering the above display free to 
jewelers. 

Composed of two parts, the blue 
velovr tray is removable and permits 
jewelers to keep the diamond-watch 
display intact when storing in the 
vault at night. May be used for 
either showcase or window. Head- 
board is coral color with artificial 
flowers at ends. 

Contact Elgin National Watch Co., 
Eigin, Il. 


Jewelers’ Consultants Offers 
Silver Shower Umbrella 


This novel promotion in the form 
of an umbrella, for developing the 
bridal-shower market, is designed to 
stamp the jewelry store as the bridal] 
center of the community and to in- 


spire each borrower to hold a silver 
shower. 

The symbolic umbrella has been en- 
dorsed by sterling manufacturers. 
Sterling dealers interested in leasing 
the Umbrella Plan will be selected 
on a “first come first served” basis. 
Franchises will be limited and pro- 
tected. 

Write, stating the desired flatware 
pattern for handle, to Jewelers’ Con- 
sultants, 3502 Taney Rd., Baltimore. 
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Cartoon Booklet Promotes 
Mido Self-Wind Watches 


A 12-page booklet called “Are You 
a Watch Winder?” has been brought 
out by Mido. It presents a cartoon 
gallery of watch-winding personalities 
and is expected to drive home in an 
easily remembered way the advant- 
ages of owning a self-winding Mido 


watch. The last page asks: “But why 
be a watch winder at all ... you 
never have to wind a Mido.” 

Mido jewelers may obtain quantities 
of the booklet without cost from Mido 
Watch Co. of America, Inc., 580 Fifth 
Ave., New York. 


Free Veivet Display Features 
New Fiex-Let Scarab Bands 


Using the “Slenderette” expansion 
center, Flex-Let has added two genu- 
ine scarabs at each end to create a 
new style woman’s watchband. 

A display holds six of these bands, 
three yellow and three white gold- 
filled, against a velvet background. 
Display is free with the purchase of 


six bands. Jewelers’ cost per band is 
$11.50 Keystone. 

Contact Flex-Let Coryp., 580 Fifth 
Ave., New York. 


A Newly Designed Jewel Case 
Is Fashioned by Farrington 


This “New Horizon” jewel case has 
decorated sliding covers and large 
storage capacity with spacious com- 


partments allowing for easy selection 
of jewelry. 

The case is lined with velvet, has 
a Texol (R)-covered steel shell deco- 
rated with ivorylike Styrene. The 
New Horizon, which was shown at 
the Spring gift shows, comes in ivory 
with black trim, fawn with white, 
and blue with white. It retails for 
$7.95. 

Contact Farrington Mfg. Co., Need- 
ham Heights, Mass. 


Westclox "Dax" Watches 
Featured on New Card 


A 10-inch wide display card featur- 
ing six Westclox “Dax” watches can 
be either hung or easel mounted. 
Watches are already “carded” to it. 

The display emphasizes the three- 
year guarantee on Dax against main- 
spring damage. Other features are 


non-breakable crystal and compen- 
sated hair spring. The watch is de- 
signed for laborers, farmers and other 
men in rugged-duty occupations. Total 
retail value of the six watches is $21. 
Display card is free. 

Contact Westclox Division, General 
Time Corp., LaSalle-Peru, III. 
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illuminated Motion Display “Show'n Stock” Displays 


Offered Free by Foster Dramatize Gemex Watchstraps 
This new “sales-in-motion” counter- Pictured here is one of two new 

window display is finished in walnut. counter displays featuring best-sell- 

It lights up brilliantly and has an ing styles of men’s and women’s 

electric motor that gives continuous leather straps by Gemex. 

motion. Constructed of fine-grain oak with 
Twelve Foster tie-bar-and-cuff-link reflection-free tilted glass front, the 

sets cushioned on satin in metal gift unit contains 180 two-piece straps, 


carded and stored for quick identifi- 
cation and simple inventory keeping. 
Straps range from $1.25 to $3.75 re- 
tail—$424.25 of merchandise at jew- 
eler’s cost of $165.45. Displays are 





included free with each minimum Contact Gemex Corp. division of 
order. A second unit contains 156 Adam Consolidated Industries, Union, 
straps, is worth $348.50 retail. N. J. 


here’s one answer 
to ailing diamond 
departments-— 








packages are tilted on the unit for | 
effective viewing. Display is free | 
with an assortment of 36 Foster 
men’s sets. 

Contact Foster wholesaler or Foster 
Metal Products, Attleboro, Mass. 





one half actual size 


New “Sasheen" Wrappings | 
Offered by Minnesota Mining | 








ow the rae) 
SURE . onan, 





A Set of Master Guide Stones 


New retail items in the “Sasheen” 
brand Christmas gift-wrap line are 


announced ra cm mente aan, — | e Will enable you to buy e Will give you a fool-proof, 
new papers, designed for Sales, | accurately by prescription; never-varying standard for 
are available through Sasheen dis- | grading and buying; 
tributors. All are for customer resale. @ Will keep your diamond e Will furnish convincing proof 
inventory to a minimum; of quality in making sales. 


A 98¢ “Value Pack” features three 
rolls of assorted paper packed in 


Christmas carton with gift-wrapping Hundreds of Jewelers are using these Master Stones 


suggestions printed on the back. A today to increase profits! 
$1.59 “Custom” assortment contains | 
one roll of foil and two rolls of | Write for details 


printed gift wrap with gift-wrap in- 
struction folder. A 98¢ continuous 


roll cutter box is available in six | ICE R Cc ‘C0 ) 
| * 


paper designs. Also available is a | 

$2.50 “jumbo-length” continuous-roll | 

cutter box in six foil patterns. | (EE tyfeorlers es wll. 
Contact Minnesota Mining & Mfg. 

Co., Dept. S8-137, St. Paul, Minn. FEDERAL RESERVE BLDG., KANSAS CITY, MO. 
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Figure 1 


® A NEW TYPE OF CLOCK with a 
floating balauce has _ recently 
been marketed by P. R. Meyers 
Co. in this country and by 
Smiths Clocks and Watches in 
England. Its many novel fea- 
tures should be of interest to 
watchmakers. It is electrically 
wound, using two flashlight bat- 
teries to impulse-hoist a weight. 
The weight activates a sector 
gear, which drives the train for 
a period of two minutes. This 
infrequent call for power en- 
ables the clock to run for more 
than a year on a single set of 
batteries. 

Figure 1 shows several un- 
usual features: 

(1) The pallet fork bends at 
a right angle and converts the 
power from vertical impulse to 
horizontal without the use of a 
crown wheel. 

(2) The roller pins are actu- 
ally two vertical pins descending 
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FLOATING BALANCE 


Figure 2 


from the balance arm. They are 
driven into a flat ring of about 
330°. That is, this ring is open 
just enough so that the safety 
(guard) finger of the fork can 
enter into it when the pallets 
swing one way, and out of it 
when the pallet swings the other 
way. 

(3) The fork itself is different 
from ordinary forks. One horn 
is longer than the other, but its 
extra length is bent downward 
at right angles. This extra 
length serves as the guard finger, 
inside the ring on one beat and 
outside of it on the other beat. 

There is no regulator on the 
escapement in the traditional 
sense. Regulation is achieved by 
a clamp (shown in Figure 2) 
which fits clutch-tight on the 
balance shaft. The clamp has 
two weights, attached at 
opposite ends, and the weights 
are guided on inside tracks in 


by Henry B. Fried, 
Horological Consultant to JC-K 


The two-way hairspring is 
interesting to observe; 
the power comes every two 
minutes from a couple 


of flashlight batteries 


the balance rims. These tracks 
are not concentric but are in a 
diminishing spiral. Moving the 
prongs of the clamp so that the 
tracks carry the weights to- 
wards the inner spiral will speed 
up the vibrations of the balance. 
Moving them outward will cause 
a loss of time. 

The main feature of the clock, 
of course, is the floating arrange- 
ment. Here, the balance shaft 
is hollow. A fine guide wire 
through this hollow shaft main- 
tains the balance in its orbit. 
The balance hangs by an unusual 
type of hairspring—a_ spiral 
helix which changes direction 
midway along its 16 coils. 
(When a balance is suspended 
by its hairspring and the balance 
oscillates, the balance will tend 
to be pulled up and then down 
again. This may cause an over- 
banked or out-of-motion condi- 

(please turn to page 142) 
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How MUCH 


does it cost? 


Well, what is “cost”? Certainly 
not the purchase price alone! 
Servicing costs, loss of time 
during repair, the length of a 
machine’s useful life are surely 
considerations in determining 
costs. 





Users of the WatchMaster 
know its true value, its bench 
advantages, its economical 
operation, its continuing relia- 
bility over the years. 


Ask them. “How much does it 
cost?” and they’ll tell you how 
little it costs, how quickly it 
pays for itself and how it goes 
on building extra profits long 
after original cost (or time a 


payments) are forgotten. 





t 






Now, what they say about the 
WatchMaster is also true of 
all the machines that comprise 


THE WATCHMASTER LINE 





PIVOT-MASTER 


ELIMAG 











ULTRASONIC CLEANER 


High-frequency electronic waves 
"scout" gummed oil, dirt, metallic 
particles even trom remote 
recesses of any watch — safely, 
thoroughly, quickly. Often, watch 
trains need not be taken apart. 
Cleans, rinses, dries one or more 
watches at once—in one complete 
cabinet. 


WATCHMASTERS (DRUM AND TAPE) 


Both have odd-beat selectors, both print sharp, brilliant 
records. (The tape model prints with a special stylus 
requiring no ink ribbon}. Both models are guaranteed 
accurate to | part in 100,000. 

The tape and drum models have the same watchholder 
which tests any watch in any position. Has hairspring 
vibrator and a removable microphone for testing 


clocks, also watches on customers’ wrists. 


ELIMAG 


Eliminates all magnetic effects trom 
any watch in 0 second. I0 times 


PIVOT-MASTER 


Straighten 8 out of 10 conical pivots of any size with- 
stronger than ordinary demagnet- out removing hairspring assembly. Invaluable tor ex 
amining and polishing pivots, too. 


MORE WATCHMASTERS ARE BEING SOLD THAN ALL OTHER WATCH-RATING MACHINES. WHY? THEY’RE THE BEST! 


American Time Products, Inc. 


580 Fifth Avenue, New York 36, N. Y. 
Gentlemen: 
Please arrange to demonstrate machines checked: 


[) Pivot Master 
[] Elimag 


[| Ultrasonic Cleaner 
[] Tape or [] Drum WatchMaster 


American Time Products, Inc 
580 Fifth Avenue, New York 36 


Name 

ALL PRODUCTS Store 

MADE, SOLD, SERVICED BY AMERICANS City 
State 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


PRIOR-CLARKE WATCH: Below is 
a rough sketch of a timepiece 
and cases, with as much infor- 
mation as I can find. Please iden- 
tify the type of escapement, ex- 


plain the reason for the extra 
outside cases and tell me who 
was Geo. Clarke.—James H. 
Lowe, Barons Jewelers, Billings, 
Mont. 


Answer: Your watch with its 
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assemblage seems to owe its ori- 
gin to two contemporary mak- 
ers. The dial belongs to George 
Prior, a famous maker of 
watches for the Turkish trade. 
The movement was made by 
George Clarke who also made a 
few watches for the same East- 
ern market. The movement has 
a regulating dial marked off in 
Turkish figures, which may be a 
later addition or may be one of 
the rarer movements of this 
maker. Prior was in business in 
Nessfield, and in 1822 moved to 
London. So the dial, since it is 
marked “London,” was made 
after 1822. However, the move- 
ment appears to be that of the 
late 1780’s. Your escapement is 
the “verge” form of escapement 
so popular in the 18th century. 
In fact, this escapement has seen 
more use over the years than 
any other. It was first employed 
in DeVick’s clock in 1370 and 
was still in use in the 1800’s. 

What you believe to be cellu- 
loid is actually tortoise shell, a 
popular medium with Prior. 
This was held to the case by 
brass- or gold-wire rivets. They 
were bent over the back of the 
case and covered by an inner 
case and by velvet. These ““Turk- 
ish” watches were worn by 
shieks in the desert, where sand- 
storms penetrate almost every- 
thing. So it was necessary that a 
delicate mechanism, such as a 
watch, should be adequately pro- 
tected. Hence the close-fitting 
case which was fitted into the 
outer casing of tortoise-shell- 
backed metal or silver. These 
two cases, in turn, were kept in 
a third, ornamented, clam- 
shaped case. To tell the time, 
the shiek had quite a job open- 
ing all these cases, and winding 
the watch daily must have been 
a ritual. The writer has such a 
watch by Prior with four cases, 
each snugly fitted into its outer 
brother. 

Your watch is considered a 
collector’s item, but the differ- 
ence in the dial name and the 
movement name makes it less 
valuable, though it is still an 


oddity. The crowned leopard’s 
head dates it definitely before 
1823, after which the leopard 
hallmark was uncrowned. 
ok o*K K 

24-HOUR WATCH? Could you tell 
me where I can obtain a wrist 
watch that shows 24 hours?— 
Stanley X. Kingsley, Pawling, 
Se ¢ 


Answer: From my files I am 
reproducing the photo of a wrist 
watch answering your descrip- 


tion. This is produced by the 
Tissot Watch Co. of 501 Fifth 
Ave., New York. It is non-mag- 
netic and shock proof and is 
available in either black or white 
dials with radium figures. It re- 
tails for about $75. 


* * * 


ETA CALIBRE 980: In my shop I 
frequently get one type of move- 
ment, namely the Eta Calibre 
980. It comes in under various 
trade names but I don’t see any 
difference in the movements. 
However, I do notice a difference 
in the mainsprings. Why ?—D. 
Reich, Ann Arbor, Mich. 


Answer: The Eta Calibre 980 
should gauge 1.15 width in milli- 
meters, .09 in thickness and 
should be 236 millimeters long. 
Sometimes the mainsprings are 
slightly thicker or longer due to 
some whim or as the result of 
some individual calculation by a 
designer or assembler. However, 
the dimensions I have given you 
are official and are supplied by 
Ebauches S. A. Sometimes the 
same watch has a calendar 
mechanism that requires a 
slightly thicker mainspring to 
carry the extra load during the 
movement of date or calendar 
changing. This requires. the 
spring to be a bit shorter. A 
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chronograph using a _ regular 
movement as its base is similar- 
ly affected. In other words, the 
mainspring measurements start 
off the same for the basic move- 
ment but when various features 
are added and a strain is placed 
on the power source, the spring 
must be stronger but shorter. 
* * * 

PENDULUM ROD: I have to re- 
place a pendulum rod on a clock. 
Should I replace it with steel or 
wood? — Lloyd F. Dukeshire, 
Brooklyn, N. Y. 


Answer: A steel rod expands 
or shrinks about one-thousandth 
of an inch between boiling and 
freezing temperatures (of wa- 
ter) for the length of an ordi- 
nary pendulum rod. Well-sea- 
soned wood varies only about 
4/10,000 of an inch in the same 
temperature changes. So use 
wood on a clock that must keep 
close time. Of course, an Invar 


rod would be best. 
* x * 


FRENCH CLOCKS: Could you ad- 
vise me where I might obtain a 
good book on French clocks ?— 
Lewis Jewelry Co., Gainsville, 
Fla. 


Answer: I assume you mean 
books on the repair of the 
French type of clock movement. 
There are many good ones. I rec- 
ommend Watch and Clock Mak- 
ing and Repair by Gazeley, and 
Clock Repairing by DeCarle. A 
good book on the history of 
French clocks is Old Clocks, 
Watches and Their Makers by 
Britten. * * * 


LENGTH OF PENDULUM: I have to 
replace the missing pendulum of 
an English grandfather clock 
with 8-day hour and half-hour 
strike and second beating hand. 
I’d like to know its length, 
weight and size of the suspen- 
sion spring. I have been told 
that the weight of the pendulum 
bob is not important. I hope that 
is correct because I have an old 
bob which must weigh over four 
pounds and I’d like to use it if 
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it isn’t too heavy.—W. Mount, 
Keller & George, Charlottesville, 
Va. 


Answer: The length of a pen- 
dulum depends, of course, on the 
duration of the tick, or how 
many beats are needed in an 
hour. You have a seconds-beat 
clock, and therefore the length 
of your pendulum, measured 
from the point of suspension to 
its center of gravity, should be 
39.10 inches (see sketch). If you 


ae 


train to drive it. Therefore, the 
weight of a pendulum bob 
should be light enough to keep 
it in sufficient motion. On the 
other hand, the bob should have 
sufficient weight to overcome the 
resistance of the air and main- 
tain the momentum of the pen- 
dulum arc. A too light pendulum 
will wobble or chatter when the 
train is overpowering it. In 
most English tall-case clocks, 
the four-pound weight may be 
just enough. If not, you can 


> 








EFFECTIVE LENGTH OF A PENDULUM 








were to balance your pendulum 
and its bob on a knife edge, you 
would find its center of gravity 
slightly above the center of the 
pendulum bob. At the equator 
the pendulum need be only 39 
inches. At the North or South 
Pole it would have to measure 
39.206 inches. If you are inter- 


ested in formulas T=7- yi. That 


is, T or time, the period of 
oscillation, equals pi (3.1416) 
times the square root of length 
over gravity. L is the length 
of the pendulum in feet while 
g is the acceleration of a body 
due to gravity which is 32 
feet per second. The length of 
the suspension spring, in older 
English clocks, varies between 
one and two inches. As to the 
weight of the bob, your inform- 
ant is wrong, because a pendu- 
lum is a form of lever driven by 
other forms of levers with ful- 
crum, leverage centers and so 
on. The heavier the weight on 
one end of a lever, the greater 
must be the corresponding force. 
If the weights driving the time 
train are too light (and inter- 
vening friction may add to this 
inequality) the weight will not 
have enough power from the 


make it lighter by taking off 
weight from the back of the bob 
removing it from both top and 
bottom so as not to affect the 
center of gravity and the pendu- 
lum’s effective length. 


* * * 


CATALOGUE: Where can I obtain 
a copy of the new Catalogue of 
the Watch Material] Dealers As- 
sociation of America?—LeRoy 
B. Smith, St. Louis, Mo. 


Answer: Try the following 
jobbers in St. Louis: Ilech & 
Radecke, Miller Bros., The Nest 
Co., St. Louis Watchmakers Ser- 
vice. Or else write to S. House, 
W.M.D.A.A., 923 15th St., Wash- 
ington, D. C. 


* * * 


RECOVERING GOLD: What is the 
process of extracting the gold 
content from gold-filled scrap? 
—Lion Safety Pin Clutch Co., 
New York. 


Answer: Generally the process 
consists of dissolving the base 
metals containing the karat gold 
in an acid bath. The residue 
(gold) is recovered and melted 
into its pure form. This process 

(please turn page) 





is not profitable unless used on 
a large scale with efficient recov- 
ery methods. Otherwise it might 
be best to submit the scrap to 
refiners who do the work relia- 
bly and with little loss of the 
noble metal. Also the U. S. assay 





PROTECTED Profits 
PROTECTED Distribution 


hissor 


Write for the 
availability of a 
Authorized 
Agency in your 
community 


HOLZER WATCH CO. 


5O1 FIFTH AVE » ef 








offices in New York will do this 
work at a minimum charge. 
However, if you are still inter- 
ested in the details read Refin- 
ing Precious Metal Wastes by C. 
M. Hoke. It is available from 
the Modern Technical Supply 
Co., 55 West 48rd St., New York 
36, N. Y. 


* * * 


PARTS FOR 400-DAY CLOCKS: I get 
in a lot of 400-day clocks for re- 
pair. It is hard to identify them 
if I need to obtain parts to fit 
the correct suspension spring. 
Sometimes customers tell me 
they never kept good time any- 
way. In that case I suspect that 
the old suspension spring didn’t 
work well or wasn’t the proper 
one. Is there a catalogue that 
has them listed?—F. Wyllie, 
Freeport, III. 


Answer: Evidently you have 
not come across The Horolovar 
400-Day Clock Repair Guide 
now in its third edition. Charles 
Terwilliger is the author, and 





the escapement-repair section 
was contributed by your consul- 
tant. This handy book contains 
numerous hints on the repair 
and adjustment of 400-day 
clocks, trouble-shooting charts 
and a list of special tools. Also 
listed are strengths and lengths 
of springs to be used with al- 
most every known anniversary 
clock. There are more than 250 
full-size reproductions of back 
plates with the exact identifying 
matter for ordering parts. Prop- 
er thicknesses of suspension 
springs are given. The book is 
available from your material 
jobber or from. The Horolovar 
Co., Box 299, Bronxville, N. Y. 

* *“ * 
PROTECTING A DIAMOND: What is 
used to cover a diamond while 
soldering the ring? Also, is it 
proper to use nitric acid or salt 
in testing gold and platinum ?— 
C. L. Kennison, Lancaster, Pa. 


Answer: To protect a diamond 
while soldering the mounting, 
coat it with a solution of boracic 





HAVING TROUBLE OPENING WATERPROOF CASES? 


The Jaxa Waterproof Case Wrench opens. every 


ww size and shape of waterproof case—knurled poly- 
gon or with any odd or even number of slots, 
notches, or holes. There is no slipping which 


88869 will mar case back and is simple to operate. 
Complete with 4 sets of interchangeable pins 
which can be easily removed and replaced. This is a precision tool 
sturdily made for hard use. Handle and body of tool are chrome plated 
to prevent rust. Only $13.95. Order from your material supply house. 


For full details, write to... 
HAMMEL RIGLANDER AND COMPANY, INC. 
New York 10, N. Y. 





Box 100, Madison Square Station « 
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City 


Name 


MAKE MORE MONEY ON 





— STOPWATCHES 


Sold Direct to Jewelers 


Write for booklet — tells the 

“inside story” of stopwotches. 
illustrates spore parts compartment. 
Shows what to look for ia 

c timer. Complete, thorough, interesting. 
Must reading for users of stopwotches. 






H} than a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 






Kush Full information, catalog, wholesale price list i 
and illustrated booklet. 


CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 3 
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acid and alcohol. Mix seven 
ounces of alcohol with three ta- 
blespoons of boracic acid and 
keep in a clean, well-covered jar. 
First clean the ring thoroughly, 
then dip it into the solution. Close 
the cover of the jar and ignite 
the coating on the ring. After 
the alcohol has burned off, heat 
the ring in the usual manner and 
let it cool slowly. Pickle to re- 
move the boracic acid. 

In testing precious metals, 
especially platinum, a pinch of 
salt added to the nitric acid will 
help. However, better results 
will be obtained if you use regu- 
larly prepared “aqua-regia,” a 
mixture of nitric and hydro- 
chloric acids. White metals often 
confuse the identifier. However, 
if a bit of ferrochloride is placed 
on the touchstone, and then a 
drop of sulphuric acid is added, 
the various metals will react dif- 
ferently. Stainless steel turns 
green. White gold and platinum 
remain unchanged. Palladium 
dissolves slowly, releasing a 
brownish _ solution. Another 
touchstone acid used in Europe 
for platinum and palladium al- 
loys is composed of 9 cc concen- 
trated nitric acid, 24 cc con- 
centrated hydrochloric acid and 
9 grams of potassium nitrate. To 
dissolve the metals more quickly, 
heat is applied. Nobium and 
tantalum also resist most acids 
but, unlike platinum, they turn 
black with heat. 

* * * 
ULTRASONIC DIAGRAM: How may 
I obtain a diagram of the ultra- 
sonic generator pictured in the 
August 1957 issue of the JEWEL- 
ERS’ CIRCULAR-KEYSTONE ?—W. 
A. White, Conneautville, Pa. 


Answer: The ultrasonic gener- 
ator shown in the diagram in 
the August 1957 issue is made 
by the Branson Ultrasonics 
Corp., Brown House Road, Stam- 
ford, Conn. Ask them to send 
you the diagram. 

* * * 
REPAIRING TIMING MACHINE: I 
have a Paulson watch timing 
machine and would like to know 
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where I can get it repaired, as I 


understand Paulson has gone | 
out of business. The microphone | 
crystal (I think) is gone and | 


even the ribbon needs replace- 
ment.—Dana Reich Jewelry & 
Lens Co., Los Angeles, Calif. 


Answer: 


Adolphe Suchy of 109-35 213 
St., Bellrose, L. I. N. Y. Mr. 
Suchy was the regular service 
technician and is still doing this 
work. 


BOOKS 


ENGRAVING ON PRECIOUS METALS, by | 


Brittain, Wolpert and Morton, 
N.A.G. Press Ltd. 225 pps., over 
500 figures. $5.50, cloth bound. 


The art of hand engraving is | 


likely to remain with us for a 
long time even though machine 
engraving is being used more 
widely than ever. The personal- 
ity, individuality and feeling 
that can be put into an engrav- 
ing by hand cannot be duplicated 
by a machine. The fact that 
hand engravers are still busy 
proves this fact. Textbooks on 
engraving more often than not 
are overloaded with styles of let- 
ters and intricate designs so that 
they become catalogues rather 
than instructional manuals in 
the “how-to-do” aspects of the 
art. This new book by three 
authors of international reputa- 
tion fills many needs. The “how- 
to-do” engraving even for the 
raw beginner, the tricks of the 
trade, preparing the tools, sharp- 
ening, practice techniques and 
the stable listing of the most fre- 
quently used patterns, as well as 
emblematic heraldry, and even a 
chapter on the use of the en- 
graving machine, are included. 


The authors are A. Brittain, | 


director of a well-known engrav- 


ing firm in London; P. Morton, | 


an engraving specialist in letter- 
ing in all its aspects; and Wol- 
pert, director of an engraving 
school in Pennsylvania. The 


book has then, an international | 


flavor, presenting the practices 
peculiar to this country as well 


Your Paulson ma- | 
chine may be serviced by | 
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Latest 
and Best 


NEWALL-IZED 
Swiss Stem System 


144 different genuine Swiss s 
popular and late mode! wrist wat 


atch 
will take care of over 95% of wate 
you repair. In handsome stee! stack-up 
cabinet. Bottles are numbered with 
the Newall basic stock number. An as- 
sortment number is not necessary when 
reordering. System is never obsolete. 


Complete interchangeable mode! and 
measurement information is listed in 
your Newall Fingerprint catalog. 

Insist on Newall-ized System $1000 and 
obtain the finest Swiss stem system on 


‘acusvune 


the market 


At your Newall Jobber. 























WATERPROOF 
CROWNS by BOREL 


Write for full 
information & 
free samples 


JULES 
BOREL & CO. 


800 Crawford Bidg., Kansas City, Mo. 














Use JC-K 
Classified 


Advertising Section 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 
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SINCE 1877 
Bowman Tech. School 
Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You can enter anytime. 
Mr. Jeweler: You should encourage young men 
to take this training. We never have enough 
groduates te supply the demand. 
Send for free Catalogue 


‘Your Future & Gur School’ Lowman Cidg., Lancaster, Pa. 


John J. se Le C. E. 
Bowman = Bowman 
Director ; Registrar 


Courses Approved for 
Veterans & State Rehabilitation 





| drawing and for 
_ workmanship to take to engrav- 
_ ing as a rewarding field. 











* Situation Wanted 
* Help Needed 
* Store For Sale 
JC-K Classified 
section can 


answer your 


problem. 


Write for information 





WATCH REPAIR 


Dependable + Fast * Economical 


ery a Quorter-Century 
of Service 
. 
Wotches Insured and Safeguarded 
in Holmes-Protected Vaults 
2 
Mime A-la Mh a Ahi alal- fis lene eT 
ia 
Ask for Price List 
or Send Trial Order 


Cooper's Watch Repair Co. 


48 West 48th Street. New York 346. N. Y. 
Plaza 7-1740 








we oe —_ & Stain- pa 


We make coil 
- F. ir = ad 
BECKER-HECKMAN COMPANY 
29 East Madison Street. Chicago 2, Illinois 








ACONG 


THE GUARANTEED WATCH CROWN =. 


ACON w 
50 Eldridge $r., ATCH CROWN ¢ CO. Write 


Ceres fine teseahe led Crown sfoP [| 


Seld throvgh Wholesolers 8 lobbere 
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as those peculiar to England. 
A foreword by Graham 


_ Hughes, art secretary of The 
| Worshipful Company of Gold- 
_ smiths in England, 
_ while many of the arts are dy- 
| ing, engraving most certainly is 
' not. Because of the very nature 
| of this art, skilled artisans will 
always be in demand. He en- 


states that 


courages those with a talent for 
meticulous 


The first chapter outlines the 


_ type of bench, lighting, tools and 
| equipment and their care. Types 
of cuts made by engraving tools 


are shown, and the proper use 
of the engraver’s ball or “bullet” 


is presented. Methods of mak- 
_ ing and shaping special cutters 
| are described. 


Illustrations of hand positions 


| for various operations are given, 
and the art of preparing trans- 
ferred designs is made plain. 
_ Exercises are suggested which 
not only develop the line types 


but produce beautiful designs. 
The chapter on engraving crests 
is a good catalog of such sym- 
bols, and explains their meaning 
as well. Script lettering, layout, 
spacing and applied techniques 
are covered by Mr. Wolpert, who 
also shows how monograms are 
designed and applied. On the 
more advanced and awkward 
jobs, such as those on the inside 
of a wedding band, cylindrical 
surfaces, concave surfaces and 
highly polished surfaces the 
tricks of the experienced en- 
graver are revealed. Methods of 


/ removing errors and restoring 
| surfaces as well as hints on cut- 


ting letters in very thin metals 
are given as well. A chapter is 
devoted to numerous workshop 
hints, and another chapter cov- 
ers machine engraving for mass 
produced, repetitive work. Even 
here the authors show how, by a 


little hand lettering or hand fin- 


ishing, the machine job can be 
made to look more presentable 
and personal. While the machine 
used to illustrate these lessons is 
British, the principle is almost 


identical to that of the American 
Engravo (Hermes). Even meth- 
ods of servicing the cutters of 
this machine are shown. Mil- 
graining, rolling, piercing and 
other details are not neglected 
either. The closing chapter 
shows monograms and lettering 
styles which could very well 
serve as a counter guide by re- 
tailers when selling engraving to 
their customers. Engraving 
lends itself to self instruction if 
the student practices diligently 
and has occasional guidance and 
criticism. This book should go a 
long way to aid those interested 
in this profession get a start. 
—HENRY B. FRIED 


FLOATING BALANCE 


(concluded from page 136) 


tion.) The two-way hairspring 
keeps the balance floating at an 
even level. The action is smooth 
and interesting to observe. 

The advantage of such a bal- 
ance is that it can take the place 
of a short pendulum. Pendulums 
in wall clocks need to be “in- 
beat” and cannot suffer even the 
slightest jarring. But the float- 
ing balance does away with fric- 
tion, and the period of oscilla- 
tion is 9000 vibrations an hour. 
The balance with its hairspring 
also increases the opportunity 
for isochronal running. 

The movement can be con- 
verted into a replacement unit 
for table clocks or wall-type 
clocks if the case is of proper 
type. Of course, in this type of 
balance no oil is applied since 
there isn’t any bearing surface. 

While the guard finger safety 
action may seem unique and new 
to many, I recently observed the 
same system in an 18th Century, 
seconds beating balance in a 
pocket watch now in the collec- 
tion of Willis Michael of York, 
Pa. The balance is the same 
diameter as the watch and the 
lever action, probably a conver- 
sion from the verge (at right 
angles, vertically) can easily be 
observed. aua8 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


addi- 


“HELP WANTED”—"LINES WANTED”—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 











Situations Wanted 








HAND ENGRAVER; 15 years experi- 
ence; like to locate in Florida or 
West Coast; address, “D, 4263,” 

eare of JC-K 


SALESMAN: well established jobber ; fol- 
lowing along Eastern territory, seeks 
sound selling line or two non-conflicting 
lines; address “S., 4246,” care of JC-K. 


WATCHMAKER; Swiss, 30, married; 
wide experience; wishes position in 
Florida or Puerto Rico. Address “M., 


4 275.” care of JC-K. 





MAN, 38, experienced in all phases of 
wholesale jewelry business; capable of 
managing complete operation; pres- 
ently employed; address “B., 4223,” 
care of JC-K. 


EXPERIENCED C M W desires position 
in small business with opportunity to 
purchase when owner retires: prefer to 
relocate in Florida; address “S., 4250,” 
care of JC-K. 

ENGRAVER: dependable, experienced in 
every phase: if volume doesn’t warrant 
full time, consider the advantage of a 
Salesman-engraver combination; ad- 
dress “M., 4244,” care of JC-K. 

WATCHMAKER; good mechanic; 10 
years’ fine store experience: take charge 
Department; sales, New York City, 
Long Island or suburbs; references. 
Address “S., 4185,” care of JC-K. 











SALESMAN: excellent following: seeks 

volume ring or charm line: New En- 

gland, New York, New Jersey, Penna., 

Md.; must have active accounts; ad- 

dress “G., 4211,’ care of JC-K. 

JEWELER, 12 £=years’ experience on 
stamped platinum, light handmade gold 
specials and some repairing; wishes 
position; moderate salary; address 
“413,” care of JC-K. 

TOP manager for fifteen years; an- 
nual volume one million; with larg- 
est chain in East; the know how 
in producing; complete summary 
on inquiry: available August; ad- 


dress, “F, 4165,” care of JC-K. 


DIAMOND buyer and assorter; 15 years’ 
experience ; capable knowledge of loose 
and mounted diamonds; wishes to con- 
nect with established, reputable firm; 
best references; address “C., 3554,” 
care of JC-K. 

















WA TCHMAKER : seasoned capable 
speedy benchman: varied background; 
shop, store, estimating, selling: salary 
percentage or concession for permanent 


promising relationship; address “A., 
421.” care of JC-K. 





SEASCNED man, 39, for credit store; 
assume full responsibility; thorough 
credit experience; $7500 plus. profit 
sharing, desires investing after proving 
worth; address “K., 4138," care of 
JC-K. 

BOOKKEEPER: accountant, highly ex- 
perienced, extremely capable, thorough 
knowledge of every phase of jewelry 
business; outstanding record: seeking 
responsible position; address “‘S., 4039,” 
care of JC-K. 

WATCHMAKER: careful workman; ¢ca- 
pable of taking charge of department: 
can estimate all types of repairs, also 
wait on trade; 30 years experience; do 
not drink or smoke: address “P., 4267,” 
care of JC-K. 


MERCHANT manager; 52; admirably 
experienced every phase, successful 
chain store operation: currently em- 
ployed vicinity N. Y. C.: minimum sal- 
ary $12,000: address “S., 4187,” care of 
JC-K. 

JEWELER: approximately 15 years ex- 
perience in jewelry repairs, diamond 
setting and special order work; desires 
a city that would support a fine shop: 
best references; address “B., 4212,” 
care of JC- 

SUCCESS like a ladder, has many rungs: 
at 38 I am not satisfied as manager of 
a small neighborhood credit store, but 
want an opportunity to be more suc- 
cessful: is it possible? address “R., 
4217,”"" care of JC-K. 


SALESMAN: 32 years: 12 years experi- 
ence manager of store; experienced in 
all phases of credit jewelry business; 
will relocate for good potential; excel- 
lent references; address “W., 4232,” 
care of JC-K. 

MANAGER, thoroughly qualified 25 years’ 
experience all phases credit jewelry 
business: can assume full responsibil- 
ity : presently employed; Southern Cali- 
fornia preferred. Address “M., 4241,” 
eare of JC-K. 

MANAGER, 25 years’ experience all 
phases credit business; executive abil- 


























ity, forceful salesman; can handle 
credits, promotions, buying, advertis- 
ing: location optional. Address “J., 


4234.” care of JC-K 

LOOKING for position; skilled jeweler 
from Europe; 20 years’ experience in 
all kinds of fine jewelry. Write: Mr. 
Nubar Arakelian, 319 Park Ave., Pat- 
erson, New Jersey, or call Lambert 
33-9561. 








WATCHMAKER, salesman, chrono- 
graphs: full charge; all jewelry repair ; 
§ years’ experience; 38; family; de- 
pendable; references; re-locate; South- 
west or West preferred. Address “M.., 
4268," care of JC-K. 





H. I. A. certified watchmaker; graduate 
of an accredited school; desires posi- 
tion in first class store; experienced all 
type watches; quality workman, mar- 
ried, 39 years of age; southwest pre- 
ferred: address “A., 4220,” care of 
JC-K. 

BOOKKEEPER, full charge thru General 

Ledger, payroll, taxes, excellent jewel- 

ry manufacturing experience; reliable, 

capable, personable, AAA reference; 

Miss Sara L. Baskin, 65-74 Saunders 

St.. Rego Park 74, N. Y. or call eve- 

nings, TWining 6-4975. 


DIAMOND buyer and assorter: 25 years 
experience ; capable: knowledge of 


loose and mounted diamonds; wishes 
to connect with established, reputable 
frm: best references: also retail ex- 

412." care of 


perience, address “W.., 
JC-K. 


AVAILABLE at once! teliable, capable 
manager wants to make first and only 
change to join progressive organiza- 
tion that offers a future; South pre- 
ferred: married, 37: 17 years’ credit 
jewelry experience: buying, sales, dis- 
play, advertising, promotion. Address 

“S.. 4235.” care of JC-K 


LOS ANGELES: supervisor - manager, 
buyer, merchandiser, salesman; dia- 
monds, watches, silverware, jewelry; 


background: qualifications, 
brilliant record sales producer top in- 
dependent, chain, major department 
stores: kev man for ambitious organi- 
zation: telephone DUnkirk 7-2865. 


exceptional 


WATCHMAKER-office manager. 44: ca- 
pable seasoned benchman estimator: 
business administration degree account- 
ing, retailing: working knowledge taxes 
systems; prepare, analyze, interpret fi- 
nancial statements: responsible consci- 
entious individval for bench desk or 


combination: address “A., 4257,” care 
of IC... 

SUCCESSFUL salesman: 5 years retail 
and 5 years travel experience with top 
company: 34; family, degree; desires 
sincere permanent opportunity to rep- 
recent AAAI organization in middle- 
west, headquarters Chicago area: ca- 
nable of handline any fire line avail- 

care 


able July ist: address “H., 4225, 
of JC-K. 

MASTER WATCHMAKER with 40 years 
experience with all types of fine 
watches: excellent habits: finest refer- 
ences: capable store manager: gemolo- 
gist: wishes permanent position as 
watchmaker or store manager; have an 
unusually broad experience; state sal- 
ary and duties: P O Box 796, Mobile, 
Alabama. 

IN PHILA.: wanted a position with re- 
tail. high clientele firm; 40 years’ ex- 


perience as a Master Watchmaker, 
Gemologist, store manager, etc., etc.: 
member of AGS for 18 years: aualified 
for registered jeweler: available im- 
mediately: state requirements and sal- 
ary prospects. P. O. Box 796, Mobile, 
Alabama. 


TOP salesman or manager; 30 years ex- 
perience in all phases credit jewelry 
store operation: credits, collections, 
window trim, merchandising, versonnel 
supervision; desires connection with 
progressive firm; will relocate ; married, 
late 40's, college graduate: presently 
employed; address “K., 4240,” care of 
JC-K 

MANAGER or asst. mgr., buyer, sales- 
man: with over 25 years’ experience in 


fine jewelry, diamonds, sterling cos- 
tume jewelry, china, glassware; seeks 
connection with a reliable houre; no 
credit chains emphasizing appliances 
need reply: will relocate; change 
brought on by death of owner. Excel- 
lent references. Address “W., 4270,” 


eare of JC-K. i 5 . 

SEEKING top level position where dia- 
mond merchandising experience counts; 
12 years intensive background in fine 
jewelry purchasing, management and 
sales; have lots of ability and talent for 
large organization or willing to grow 
with progressive smaller operator: op- 
portunity to build future and perma- 
nent association important; address 
“H., 4256," care of JC-K. 
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Lines Wanted 


MFG. REP.; California, Arizona, Nevada 
since 1946 wants short compact quality 
lines for retail jewelers. Address “G., 

4245," care of JC-K. 


SOUTHEASTERN territory, calling on 
wholesalers in all fields interested in 
one solid line; carrying only one other 
line; have office. Address “K., 4213,” 

_ care of JC-K. 

SIDE iine of findings, gold sterling, silver 
and gold filled; experience with good 
following ; 8 years traveling, New York 
through to North Carolina. Address 

_ “M., 3083,” care of JC-K. 

SALESMAN; want well established line 
for Pacific Coast; 20 years’ experience 
selling jewelers, department stores, 
jobbers; well known, excellent refer- 
ences. Address “A., 4239," care of 

_ JC-K. 

YOUNG, very experienced fine watch 
salesman covering Western Penna., 
Ohio, Indiana, Michigan; with over 
200 active retail accounts, desires 
semi-established line or draw from 
house seeking greater distribution; 


address, “E, 4265,” care of JC-K. 
SALES REPRESENTATIVE; available 


July 1958; extensive wholesale-re- 
tail jewelry experience; aggressive, 
hard working, management ability; 
best references; desires to represent 
well established manufacturer or 
importer Penna.-Ohio area; ad- 
dress, “S, 4243,” care of JC-K. 

EXPERIENCED; diamond salesman: 
mounted, loose goods; presently em- 
ployed; traveling Southern territory 15 
years; large responsible following: bet- 
ter jewelers and large users; ready 
now; will operate full or companion 
basis. Dave Weinstein, 5790 S. W. 39th 
St., Miami, Fla. 

WELL established salesmen on the West 
Coast with excellent references among 
the fine jewelry stores and dept. stores, 
are seeking 14K gold, fancy, yellow 
gold watch bracelet line with cultured 
pearis and genuine stones and watch 
attachments, men’s jewelry; very fine 
rings mounted with pearls and genuine 
stones, on commission basis. Address 
“K., 4253," care of JC-K. 

AVAILABLE NOW—One of the West’s 
most successful and aggressive sales- 
men, to call on wholesalers, chain 
stores, discount houses, etc. Excep- 
tional record will stand rigid inves- 
tigation; all replies held in strictest 
confidence; will be in New York in 
mid July for interviews; if you have 
a good line which needs top quality 
Western representation address, “C, 
4219,” eare of JC-K. 


ENE A SMITE ORR RTE NR MARRERO RRR IRI 
Side Lines 


MANUFACTURERS of complete 
wedding ring line: nation wide 
order following: commission basis. 
dress “K., 3560.” care of JC-K. 


SALESMAN wanted for Chicago, Mid- 
dle West, to carry one of the best 
lines of 14K charms, movable, ete.; 
priced for competition; catalog; ad- 


dress, “M, 4264,” care of JC-K. 
SALESMEN wanted by manufacturer 


of an extensive and competitive 
line of 14K gold bracelets, dises, 
charms and calendars; address, “R, 


4107,” care of JC-K. 


LEADING watch strap mfg., of nationally 
advertised line, wants aggressive Mid- 
west salesman calling on wholesalers, 
jobbers, chains, etc., liberal commis- 
sion. Address “P., 4259,” care of JC-K. 


SALESMAN, with initiative, for middle- 
west area; established route, to sell 
wedding bands to jobbers and manu- 
facturers for a well established Eastern 
firm. Address “B., 4209,” care of JC-K. 
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ESTABLISHED territories open for cos- 
tume jewelry salesmen ; Colorado, 
Nebraska and Kansas; or Missouri, Il- 
linois, Kentucky and Tennessee; draw 
against 12% commission. Address “‘Z., 
4252,”" care of JC-K. es Nee ae 

SALESMEN calling on retail jewelers to 
carry a new patented friendship ring; 
advance orders promise it to be an ex- 
cellent seller; commission basis; see 
our ad in this issue. H. H. Welch, Inc., 
198 Broadway, N.Y.C. 

SALESMEN, with following, wanted for 
selected line of men’s and ladies’ bill- 
folds; 10% commission; references and 
personal information desired. Silon 
Products Co., Inc., 406 Elm St., Cin- 
cinnati, Ohio. 

SIDELINE SALESMAN: sell attractive, 
fast moving, inexpensive line of jewelry 
boxes to retail and credit stores; many 
territories open; liberal commission ; 
reply giving full details. Address “R., 
4226,” care of JC-K. 

SALESMAN for quality watch line 
with following among retail jewel- 
ers; two excellent territories open; 
South, West Coast; liberal draw; 
full particulars first letter; replies 
confidential; address, “F, 4042, 
eare of JC-K. 

EXTENSIVE line of mountings including 
fancy cocktails, baby rings, engagement 
and wedding rings sets and gent's rings 
and earrings; 10% commission basis; 
most territories open; catalog to help 
sales. Address “M., 4260," care of 
JC-K. 

SALESMEN with established territory 
for New York, Penna. and other states 
to carry a popular priced gold ring 
line: commission; state experience, ter- 
ritory and references. Schwartz Jewel- 
ry Co., Inc., 850 Elk St., Buffalo 10, 
New York. 

WANTED; manufacturers agents to 
sell Service Award Emblematic jew- 
elry to industrial firms; unlimited 
year-round potential; also, business 
gift sales for plus earnings; oldest 
established jewelry firm in this line; 
give full particulars; addre-s, “E, 
4274,” care of JC-K. 


SALESMAN for prestige watch line 
with retail jeweler following; two 
choice territories available; (1) 
New Jersey and Penna. (2) Vir- 
ginia, North Carolina and Tennes- 
see; better than average draw; give 
particulars first letter; replies con- 
fidential; address, “F., 4214,” care 


of JC-K. 
RN 
Help Wanted 


SILVERSMITH: experienced in repair 
work: permanent Southern California ; 
full information and references. Ad- 
dress “C., 4208,” care of JC-K. 


JEWELRY box salesmen wanted for 
Pacific Coast, also Southern states; 
our line is highly competitive; our 
men know of this ad; address, “A, 
414.” care of JC-K. 

JEWELER with experience; also capable 
to take charge if opportunity is given; 
wonderful future for the rieht man ; 
write in detail. Address “S., 4227, 
eare of JC-K. Ss Oa 

THOROUGHLY experienced credit jewel- 
ry salesman with executive ability: ex- 
ceptional opportunity with lucrative 
future. Address “K., 4218,” care of 
JIC-K. eee | 

SALESMEN for New England and New 
York State: fine trade marked line: 
gold, gold filled and sterling jewelry to 
retailers: established accounts: draw- 
ing. Address “A., 4266,” care of JC-K. 


SALESMEN wanted for South, Southeast, 
and Middlewest to carry line of gold 
and platinum mountings for manufac- 
turers: established 30 years with hun- 
dreds of accounts. Address “M., 4269,” 
care of JC-K. 

WATCHMAKER, experienced: five day 
week: ideal working conditions in 
Northern Ohio City, permanent job: 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
of JC-K. 





















































SALESMEN for Southern territory; 
America’s finest, largest and best 
known line of Scarab jewelry, disc 
jewelry and identification bracelets; 
Admark, 714 Sansom St., Phila. 6, 
Penna. 

WANTED jewelry repair man, stone 
setter; a 41 year old established 
store; pleasant working conditions, 
air conditioned, good salary; write 
or call us collect, 3-2321, Rockford, 
Illinois. 

MANUFACTURER of better costume 
jewelry and prestige line of religi- 
ous goods wants salesmen with fol- 
lowing among retail jewelers; 15% 
commission; address, “W, 4249,” 
eare of JC-K. 


WATCHMAKER: with sales ability ; good 
future for right man; Norfolk and 
Western Railroad watch inspectors; 
salary commensurate to ability. Address 
George T. Hitch, Jeweler, Roanoke, Vir- 
ginia. 

















WANTED; salesmen with retail follow- 
ing seeking added lines on commission ; 
dresser sets (pacKage deal, terrific pro- 
motion) open territory. Nat Zucker- 
man & Co., Inc., 135 Fifth Ave., New 
York City 10, N. Y. 

SALESMEN calling on retail jewelers to 
carry a new patented friendship ring; 
advance orders promise it to be an ex- 
cellent seller; commission basis; see 
our ad in this issue. H. H. Welch, Inc., 
198 Broadway, N. Y. C. 

LARGE retail jewelry chain offers won- 
derful opportunity to ambitious young 
men to join Managers Training Pro- 
gram; good starting salary. Write 
Melvin R. Rudolph, Rudolph’s, 541 S. 
Clinton St., Syracuse 1, N. Y. 

MANUFACTURER wants salesman for a 
custom jewelry line, boxed, to go to 
better jewelry stores, gift shops, and 
department stores; could be side line: 
all territories open. Address “M., 4221,” 
care of JC-K. 

GOOD salesman, with executive ability, 
capable of doing a good merchandising 
job in a high grade store; location mid- 
dle South: all correspondence strictly 
confidential. Address “H., 4133,’ care 
of JC-K. 

WELL KNOWN costume jewelry manu- 
facturer, established territory has open- 
ings for Fall season; sales representa- 
tives with following: jewelry and spe- 
cialty stores; Illinois, Indiana, Michi- 
gan: highest commission. Address “A., 
4206,”" care of JC-K. 

SALESMAN: experienced; excellent 
future to man of ability willing to ac- 
cept responsibility in fine store close 
to Chicago; good wages plus bonus; 
give full particulars; replies strictly 
confidential. Address “K., 4231," care 




















of JC-K. 

SALESMAN with managerial potentials; 
must have jewelry store experience and 
not be over 35 years old; one who 
wants to locate permanently ;: good posi- 
tion; pleasant surroundings: send full 
information and recent snapshot to 
“J., 4230,” care of JC-K. 

EXCEPTIONAL opportunity for an am- 
bitious aggressive young salesman for 
a retail credit jewelry store in a fine 
New England town: must know window 
trimming, advertising, promotions: send 
full resume and references. Address 
“M., 4248,” care of JC-K. 

CLOCK and watch salesman with follow- 
ing among retailers in New York and 
Connecticut, wanted by importer of 
established low priced Swiss watches 
and imported clocks; existing accounts 
will be turned over. Address “B., 
4134,” care of JC-K. 

SALESMEN for good quality branded 
Swiss lever and pinlever watches; coast 
to coast: established connections with 
well rated retail outlets essential; com- 
mission basis: non-competitive lines 
= Address “R., 4216," care of 

















EXCELLENT opportunity for man 
who is accustomed to traveling ex- 
tensively; we have a fine territory 


that is well established: draw 
against commissions; substantial 
earnings; advise experience first 
letter; address, “H, 4016,’ care 
of JC-K. 
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AGGRESSIVE salesmen to represent 
nationally known Manufacturers of 
a better class of platinum and gold 
diamond rings, sets, watch cases, 
bracelets, pins, attachments, hearts, 
Shrine buttons and crosses through- 
out the Midwest and New England 
territories; J. & H. Flyer Inc., 37 
__W. 47th St., New York 36, N. Y. 


SALESME line of 


SMEN: for 
ladies’ hi-fashion genuine 
ry, copper belts, costume 


Indian cer genus jew elry, 








‘fast se iling 
copper jewel- 
and imitation 
to cover New 


York, Chicago, San F rancisco, Los 
Ananles ; man who knows the trade; 
commission basis. Address reply to 


Sand & Sage Mfg. Co., 1523 Wazee St., 
Denver 2, Colorado. 
MANUFACTURERS REPS: 
known line imported clocks and travel 
alarms offers protected territory to men 
calling on jobbers, chains, department 
stores and casncaue houses in (1) 
South East: 2) South West: (3) Cen- 
tral West; ren y fully for promp' con- 
— n. Address “R., 4210,” care of 
'-K. 
are RY SALESMEN| with depart- 
ment and retail jewelry store follow- 
ing to carry a complete line of sterl- 
ing silver marcasite jewelry and a 
new line of sterling silver charms 
with hand set marcasites; Middle- 
west, far-west and south-west terri- 
tories open; straight commission 
basis; address, Kimler & Daniel 
Inc., 83 Canal St., New York 2, N.Y. 
WATCHMAKERS and 
agers; openings in 
jewelry repair departments in 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay ; 
Watch 





nationally 








de _partment man- 
leased watch and 
leading 





state age, experience. People’s 
Repair Company, 120 Summit St., To- 
__ledo, Ohio. 

SAL SALE SME N : the entire New England 
and East Coast territory is open to a 
salesman experienced in contacting 
jewelry distributors, catalog houses and 
direct jewelry accounts to sell exclu- 
sively a line of nationally advertised 
clocks; work on fixed salary and ex- 
penses; reply stating age, experience 
and salary expected. Address “H., 


$251," care of Jt -K. 


MANAGER for Mulford Jewelry Co. a 
large retail credit jewelry store in 
Memphis, Tennessee; the prospect must 
be a top salesman capable of super- 


vising sales, credits and collections; an 
exce lient opportun ity for the right man ; 


reply directly to Jed Dreifus, 55 S. 
Main St., Memphis, Tenn.: give full 
particulars of previous experience and 
compensation replies strictly con- 


fide intial 


SAL ESME 
ring house 


‘ai: smond 
or rani- 


nationally known 
adding to our 


sales 


zation: require salesmen for Southern 
territory, New England and Mid Central 
States: men with established retail 
following only need apply; liberal com- 
missions; drawing against commission: 
give thorough antecedents in first let- 
ter; all information kept in strict con- 
fidence. Address “R., 4233,” care of 
ots -Is 

SALESME N: excellent opportunity retail 
jeweler interested in limited avalon: 
well known manufacturer of gold filled, 


and karat gold line has open- 
two established territories call- 


sterling 
ings in 


ing on better retail jewelers; (1) Vir- 
ginia, No. Carolina and So. Carolina; 
(2) Kentucky, Tennessee and W. Vir- 


ginia ; additional non-conflicting line ac- 
ceptable give full particulars. Ad- 
dre oo A 4242, ” care _of JC -K. 





SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, lowa 
and Missouri; covered by retired 
representative for thirty-five years; 
line consists of diamond and colored 
stones for delivery and is compre- 
hensive, with merchandise aids; 
drawing against commission; reply 
confidentially; M. H. Shiman & 
Co., Inc., 48 W. 48th St. New York 
36, N. Ye 








DIAMOND SALESMEN: we are pre- 
paring an unprecedented sales cam- 
paign; therefore, we are seeking 
five top diamond ring salesmen; 
territories like the Mid-West and 
South, including Texas are open for 
revision; for the right men this can 
be the finest opportunity ever of- 
fered in the diamond field; our men 
know of this ad; for appointment, 
write, phone, wire, The W. F. Sebel 
Co., Inc., 315 W. Fifth St., Les 
Angeles 13, Calif. 

SALES REPRESENTATIVE wanted to 
cover established accounts among jewel- 
ers in New England territory: nation- 
ally advertised firm with outstanding 
quality reputation; complete line of 
waterproof, self-winding watches with 
exclusive selling features; distributed 
through jewelers only; permanent con- 











nection for qualified man; state experi- 
ence, age, family status, references in 
confidence. Wyler Watch Corp., 151 E. 
__ 23 St., New York 10, N. 

SALESMAN for West Coast territory for 
popular priced line of sterling silver 
hollowware and baby goods; our line 


is widely accepted and we have a large 
number of established customers; we 
are seeking a young man preferably 
with some experience calling on the 
trade; no objection to companion line: 
will also consider young man with good 
retail experience and will assist in ob- 
taining a companion line of silver plated 
hollowware ; opportunity to earn sub- 
stantial income; drawing against com- 
mission. Address “C., 4272,” care of 
JC-K. 
SALESMEN 
sales on 





for direct 
commission, to 


jewelry stores 
carry A. T. 


Cross line of fine writing instruments 
in twelve and fourteen karat gold 
filled; territories open; Middle and 
South Atlantic, East North Central, 
West North Central, Mountain and 
*acific States; must carry non-conflict- 
ing high quality complementary lines: 


references and small photograph de- 
sired with resume. Write W. R. Boss, 
Sales Manager, A. 1 Wash- 


T. Cross Co., 
5 I 


Providence 5, R. 

CANADA: BUYER -SALESMANAGER - 
MERCHANDISER: if your experience 
combines all of these capacities and if 


ington Ave., 





you are of top executive caliber, are 
resourceful, aggressive and aé_e§ self 
starter, our chain operation offers you 


your lifetime opportunity to assume top 
level responsibilities with commensu- 
rate income; to qualify, your experi- 
ence must include not only buying, 
sales management, merchandise man- 
agement but also include a knowledge 
of promotion advertising and top buy- 
ing contacts: all replies will be treated 
as confidential and even though your 
present position is excellent you cannot 
afford to overlook this once in a life- 
time opportunity; in your first letter 
please be complete and specific as to 
your experience, background, capabili- 


ties, earning capacity, age, etc.; and 
also enelene a recent photo of your- 
self. Apply by letter to Jack Snow, 


President, Jack Snow Jewellers Limited, 
112 Sparks St., Ottawa 2, Ontario, 
Canada (only 2 ‘hours from N. Y. City 
or Detroit, Michigan). 

A ECT A ORL ae ORS 


For Sale 





Stores, Stocks and Businesses 
SMALL jewelry store; top location; 
downtown Fort Lauderdale, Fla.., $3500 


cash. Address “B., 4255,” care of JC-K. 
JEWELRY STORE (county seat town) 
southwest of Springfield, Ill: 

















trade area: ideal for watchmaker. Ad- 
dress “D, 4224,” care of JC-K. 

JEWELRY store; 37 years this address: 
retiring; stock fixtures, safes, etc.; 
very reasonable rent; lease; $4, 000. 
Philip E. Spross, 396 Main St., Pough- 
keepsie, N. Y. 

MANUFACTURING jewelry shop for 
sale to a jeweler with manufacturing 
experience ; doing a nice business; will 
require one-hundred thousand dollars 
down 5 es Address “S., 4228,” 
eare of JC-K 











JEWELRY 


store : prosperous and grow- 
of over 100,000 in North Caro- 
lina; store established 20 years, always 
profitable operation, clean inventory, 
about $15,000. Address “J., 4215,” care 
of JC-K. 


ing city 
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MODERN 


store in 


neighborhood section of large Mid- 


credit jewelry 


western city; established 25 years; 
splendid accounts, clean stock; rea- 


sonable; address, “S, 4271,” care 
of JC-K. 

‘REDIT jewelry store in Southern Calif., 
Los Angeles County; well established 
clean stock; net fifteen to twenty thou- 
sand each year; priced to sell. Address 


“Z., 4236, care of JC 
‘ALIFORNIA ; ne wly 
heart of city location; $100 a month 
rent including beautifully furnished 
apartment in rear: stock, fixtures and 
furniture all $5,000. 422 San Mateo 
Ave., San Bruno, California. 
SMALL je we ‘iry store, Texas 


se.diannenied store 





Gulf Coast 








area; quality merchandise, excellent re- 
pairs; gifts, Hallmark cards, modern 
shopping center; sacrifice due to other 
business interests. Address “L., 4254,” 
care of JC-K. 

JEWELRY STOR E in Tidewater, Vir- 
ginia; over 30,000.00 gross; repairs 


good will; top 
opportunity 
desire 
$220,’ 


$10,000.00 no a ta for 
lines; established 25 years; 
for improvement and «xpansion ; 
to end partnership. Address “W.., 
care of JC-K 


JEWELRY Owl drug store 


gross: repairing 


concession ; 
doing approx. $38,000 
about $1,300 month; store and fixtures 
approx. $10,000: can reduce; gold mine 
for watchmaker Louis Jacobson, $44 
Hermosa Ave. Redondo— Beach, Calif. 

EXCLUSIVE franchise; finest imported 
hand made jewelry: ‘fade marked, 
medium price; four years dignified sell- 
ing; other interests; opportunity for 
unlimited expansion Address “Il., 4161,” 
__ care of JC-K 


JEWELRY STORE in 











heart of Shenan- 


doah Valley: population 15,000; buying 
area of 40,000; established 1898; long 
lease, fine lines, good repairs, air con- 
ditioner, fixtures, materials; Hermes 


engraver. Write Cappers Jewelry Store, 
Winchester, Va. 

DOCTOR says quit! beautiful high-grade 
store; $50,000 inventory; good lease 
$30,000 remodeling job; air-conditioned 
jewelry location over 40 years; heart 
of business district, Portland, Oregon; 

re asonab le 











first time advertised: first 
offer takes Address “M., 4258, care 
of JC-K. 





JEWELRY STORE: downtown location ; 


upper Ohio River ‘Valley rity; 250,000 
drawing population; air conditioned ; 
volume over $35,000; family type cash 








and credit: good repairs; clean inven- 
tory ; accounts receivable and fixtures 
$10,000; inventory at cost after stock 
reducing sale. Address “C., 4237,” care 
of JC 

GOING; up- to-date “upstai irs credit jewel- 
ry store; established since 1920; clean 
inventory of approximately $25,000 and 
accounts receivable approximately $75,- 
000; will sell either merchandise or ac- 
counts or both: reason for selling is 
desire to retire by July ist, 1958. N. T 
Turner, 704 Market St., San Franc isco 
2, Calif.;: phone, Garfield 1-7357 

CONNECTICUT: cash and credit jewelry 
store in city of 85,000; enjoys finest 
reputation; carries every line of ster- 
ling silver and other quality merchan- 
dise: volume 1957—$125,000; can eas- 
ily be increased ; illness forces sale 
accounts receivable $25,000; inventory 
$55,000; custom built fixtures; N.C.R 


installment bookkeeping machine. Ad- 
_K 


__dres ss “B.. +» 42 38,’ care of Jt “KK. 

FOR SALE: 5th Ave. type jewelry store 
in Tampa. Florida, suburb; nations 
hottest industrial development center 
$60,000 mostly cash business in 1957; 
new modern fixtures, air conditioned by 
Worthington ; 10 year lease $185.00 or 

5% : $28,000 inventory, $16,000 accounts 

receiv: ible, $13,000 equipment and fix- 

tures: will discount inventory and ac- 

counts, lar fixtures: owner ill. 

care of JC-K. 


Address “x. 4207,” 
heart of Dixie and 


the 
nation’s most prosperous city; attrac- 
tive jewelry and carmera store; estab- 
lished 28 years: recently remodeled ; 
own building: excellent location; finest 
nationally advertised lines owner's 
world famous nursery, extensive real 
estate and motel require more atten- 
tion: will devote part time training or 
turning customers over to purchaser; 
have 2 good watchmakers; clean stock ; 
selected accounts; best rating; require 
$60.000 to $70,000: can reduce stock; 
never had a sale; exceptional opportu- 
nity. Address “H., 4273,” care of JC-K 


ALAB. AMA: in 
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| 
For Sale 
Tools, Equipments 


HAVE a complete set of watchmaker’s 
tools for saie, including workbench, 
staking tool, L & R cleaning machine, 
ring stretchers and all other equipment. 
Aduress “P., 4262,” care of JC-k. 


ja] 
Business Opportunities 

EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
veriising columns clean. Advertisers 
under Business Upportunities, etc., must 
Jurnish trade rejerences. Announce- 
ments must pass the strict censorship 
requirements of Lhe Jewelers’ Circuiar- 
Keystone. 

LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation . . . give your 
sale on commission basis the bene- 
fit of our 54 years experience and 
extensive organization. See ads 

__below. _ 

SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty ... of maximum price, speed, 
reliability, facilities to meet indi- 
vidual needs. Oldest and largest 
eash buyers in the country. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Ill. 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
eash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 

SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, telephone Rector 2-6565. 

CONSULT Chase Jewelry Co., 29 E. Madi- 
son St., Chicago, Ill.; An: 3-5260; high- 
est prices paid for diamond rings and 
other jewelry stocks, we buy jewelry 
—e and surplus stocks; established 

BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 127. 

SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage: bank and trade 
references. Write 54 Lispenard St., 
New York: telephone Canal 6-5233. 

WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
write, wire or telephone Longacre 5- 
7388. 

HAVING business problems? Need cash? 
You can solve all these by running 
retail or auction sale or combination of 
both; we also buy your stock for cash; 
no stock too large or too small. B. 
Schwadron, 217-02 Jamaica Ave., 
Queens, N. Y. Hollis 5-3335. 


AUCTION! AUCTION! AUCTION! An 
experienced auction service for com- 
plete close-outs; over forty years an 
advertiser in this trade Journal; 
made auction history when times 
were really bad with cash results of 
$2,238,000.00 for ten firms; started 
1958 off with one of the largest 
close-outs in years; one of South’s 















































finest stores; America’s best known 
jewelry auctioneer; Thomas J. 
Fausett, Howell, Michigan. 





WANT TO SELL OUI: we'll top your 
best offer and pay you spot cash 
immediately; then as a bonus we'll 
share equally with you whatever 
profit we realize from the liquida- 
tion of your store; yes, we pay all 
expenses; write-wire-phone collect ; 
Trading Corporation of America, 
234 Euclid Avenue, Cleveland 14, 
Ohio; Cherry 1-5810; references 
Jewelers Board of Trade or Dun & 
Bradstreet. 


DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 84 for addi- 


tional details. 


WANT TO RAISE CASH? Tell us how 
much you need and give us ten to 
fifteen working days to produce it 
by converting the slow moving por- 
tion of your inventory into dollars 
with the most dynamic and power- 
ful flat sale you’ve ever seen; your 
valued franchises and reputation 
are fully protected because we sell 
what you want sold, in a dignified 
and ethical manner; no auction; 
eash type jewelers only; large or 
small; Charles Shane, Jr. 234 Euclid 
Ave., Cleveland, Ohio. 


MARTY MILES SALE guarantees 
quick action-cash profits; our service 
costs you nothing; testimonial] letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire, phone 
Marty Miles Sales Inc., 910 N.E. 136th 
Street, Miami, Florida; phone Plaza 
1-2885. 

MR. JEWELER: are you thinking of 
running some kind of a sale this year? 
I have more than thirty years’ experi- 
ence in this field and I do all the work 
personally at sale; I don’t send in any 
supervisors; no sale too large or small 
and I go any place; best of references ; 
will furnish additional goods if needed 
on consignment to assure success of 
sale; would like sales in Texas, Oregon, 
Washington, California, Arizona, Neva- 
da; write for terms or phone Frontier 
2-3188. Harry I. Jacobs, 422 Alvarado 
St., Monterey, Calif. 

















Wanted to Purchase 

















SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 


MONEY! Sent immediately for your 
old jewelry and scrap of any kind 
including gold, gold filled, platinum 
or plated pieces whether broken or 
intact, also diamond pieces of all 
descriptions; your old jewelry is 
needed for our expanding chain of 
antique jewelry stores; your ship- 
ment returned intact if check does 
not satisfy; REF: Manufacturers 
Trust Co., N. Y. Jewelers Board of 
Trade; M. Kent Associates, 1796 
University Ave. New York City 53 





Watch Work, etc., for 
the Trade 








EXPERIENCE PAYS: 37 years of watch 
service is yours when you send your 
watch repairs to Fredendalls, 3123 
111 St.. Chicago 43, Illinois. 











SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails. 38 Bromfield St., Boston, 
Hancock 6-3233 


SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street. Chicago, Illinois, Ran- 
dolph 6-7390. 








HIGH class watch repairing for the trade: 
reasonable prices; all watches timed on 
Watchmaster; established 1913. Ben 
Marinoff, 170 Broadway, New York; 
Rector 2-1586. 


CHA-CHA LESSONS! Of course not— 
guaranteed watch repairs, of course; 
Watchmaster timing: send for price 
list. Stan Weinstock, 580 Fifth Ave., 
New York 36, N. Y. 


FINE watch repairing for the trade: all 
work guaranteed for one year; 3 to 5 
days service; Watchmaster tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S Marion St., Oak Park, III. 


BOSTON, MASS.; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


EXPERT watch repairing, one year guar- 
antee—fast service; cleaning & over- 
hauling $1.75; cleaning & balance staff 
$2.75: cleaning & MSP $2.50. Precision 
Watch Repair Co., 817 Sixth Avenue, 
New York 1, N. Y. 


COMPLICATED watch specialists; 
watch repairing to the trade; five day 
service; all watches timed, tested and 
guaranteed ; 25 years’ experience. 
Studio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, Il. 

















Special Order Work and 
Repairs for the Trade 


JEWELRY repairing ;: new mountings fur- 
nished ; diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, IIl. 








SAME DAY SERVICE; diamond and 
stone setting; jewelry repairing; hand 
engraving ; rhodium flashing; pear! re- 
stringing. William V. Lindholm, Manu- 
facturing Jewelers, Post Office Box 
#791, Evansville, Indiana; price list on 
request. 


MAKE your obsolete diamond sets and 
mountings into new saleable merchan- 
dise; we will install locks on any set 
at a cost of only $4.50; also can furnish 
new heads for your old mountings; 
carry the largest selection of lock-sets 
in Midwest: memos on request to rated 
jewelers; special order work-diamond 
setting: immediate service. L. Wechter 
en Inc., 29 E. Madison St., Chicago, 





Miscellaneous 


LEARN the art of engraving, designing 
and engrossing. Hemersbach, 303 Fifth 
Ave., New York, N. Y.; day or evening. 
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THE GOOD OLD DAYS ARE HERE TODAY 


® Rolling stones gather no moss, but they always make 
mischief wherever they go. None knows this better than 
out-of-town retailers, whose business is oftentimes in- 
jured by the incursions of those irresponsible and un- 
scrupulous pests—jewelry peddlers. These flitting deal- 
ers go from house to house, and compel people to look 
at their goods. What wonderful bargains they offer! 
And how very well sold their customers subsequently 
find themselves! 

Certain wholesale dealers, who have hitherto supplied 
retailers, now seek a penny-wise-and-pound foolish profit 
by sending out circulars broadcast throughout the coun- 
try, offering goods to the public at so-called wholesale 
rates. 

Quantities of cheap watches are being forced upon the 
public through irregular channels. They are offered 
as premiums to newspaper subscribers, to purchasers of 
leas, and as inducements for people to buy patent medi- 
cines. This is demoralizing to the best interests of the 
jewelry trade. 

Have you ever hankered for the good old days when 
the jewelry business belonged to the jeweler and there 
was no cutthroat competition? Well, the paragraphs 
above were published in THE JEWELERS’ CIRCULAR in 
877—81 years ago. during our great-grandfather’s day. 
Rutherford B. Hayes had just succeeded General Gran! 
as President of the United States (population: 50 mil- 
lion) and the country languished in the third year of 
the “secondary depression” that followed the Civil War. 

But maybe there was less worry over competition a 
few years later? Let’s take a look at The Jewelers’ 
Weekly for 1886 (the Weekly was subsequently ab- 
sorbed by the CrrcuLarR). Here’s how jewelers talked 
during the “cailroad prosperity” of 72 years ago: 

Manufacturers of silver-plated ware have “put their 
products into the hands of hardware, grocery and dry 
soods stores, so that customers who at one time pur- 
chased such goods have ceased to do so because o! 
their cheapness,” a jeweler wrote from Columbus, Ohio. 
“Why don’t manufacturers sell to the legitimate trade 
only?” a Newark, N. J., retailer asked (remember this 
was in 1886!). 

“| deprecate this selling of goods to outsiders, and if 
it could be stopped, would willingly pay more for what 
[ purchase,” a retail jeweler in St. Louis said. “Jewelers 
and silversmiths here see no remedy for this evil,” a 


subscriber wrote sadly from Denver. “If it keeps on we 
expect shortly to see butcher shops and candy stores 
branching out into the business. Some of the manu- 
facturers are so anxious to sell that you can find their 
goods in 49¢ stores.” 

- Forcing trade through non-jeweler channels didn’t 
make sense to a jeweler of Lima, N. Y. “There is only 
a certain amount of every class of goods wanted by 
the people,” he thought. “Do they consume any more 
when dry goods, hardware and grocery stores, pack- 
peddlers and tramps keep our goods ? Are not the 
retail jewelers the backbone of the manufacturer ana 
jobber? Then why not protect them, and give them the 
profits to pay for their work?” 

Manufacturers had their headaches too, back in 
1886. “The trouble is that as soon as we have a good 
thing, some competitor copies it, offers it for about half 
a prominent 


price and ruins it for himself and us,” 
Newark manufacturer lamented. The Jewelers’ Weekly 
agreed that “the fancy-goods and kindred trades have 
been the ruin, as far as profitable business is concerned, 
of many an industry,” and solemnly added: “Their 


meshes are slowly closing over ours.” 

A wholesaler in Lancaster, Pa., tried to help correc: 
the moral wrongs that beset the jewelry industry in 
1886. Bowman & Musser promised: No goods sold al 
retail. No goods sold to Peddlers. Price lists sent to 
regular Jewelers only. 


* * * 


There may be some small comfort for today in the 
foregoing. Our grandfathers certainly had their troubles. 
Yet, in spite of all the perils and alarms, most of them 
improved their businesses and transmitted something the 
better for their efforts to their sons. 

The French have a phrase that spells out what we're 
saying: plus les choses changent, plus cest la méme 
chose (“the more things change, the more things are 
the same”). These are trying times, but the worries 
of yesterday were every bit as bad. Some of today’s 
jewelers may have doubts about the very survival of 
the jewelry industry, but the editor of the Weekly feared 
the self-same fear 72 years ago. 

You can bet your bottom diamond that the jewelry; 
industry will be prospering 72 years from now, and 
that our grandchildren, the jewelers of 2030 A.D., will 
have their own very real worries (probably not so 
different from ours)—and will sometimes think wist- 
fully, and rightly, about “the good old days of 1958.” 


limited Whe 
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MARKET! 


BUYING YOUTH. % FROM 16 TO 25! 


ent and —e figures prove it’s Aj 


. fegererowing martes . and yours, taet” 


& Hére’s thé fimporcadt, Pn if you can attract the aieies Market 
"to your storés - you 'vé made customers you can hold a lifetime! 


Now — bout any'doubt-S®QNE RINGS ARE A NATURAL TO ATTRACT 
THE YOUNG AND THE. YOUNG: AN\HEART TO YOUR STORE! 


To help you sell more Stone Rings t 5 the Young Market — and to 
the Whole Market —the Ring Guild brings you a complete 
array Of merchandising helps: timely tips, useful news, 
easy-fo-do display idea s and the like. 


Idea-Packed News Bullétingare being sent out periodically. If you'd 
liké to be onthe mailing fist, just let us know. No cost, no obligation. 


P.S. Have you remembered te display your June Birthstones? 


These Ring Manufacturers and their Suppliers 
have underwritten this program for your benefit: 


Acme Ring Mfg. Co., Inc. Metzler Mfg. Go., Inc 
American Jewelers, Inc. Plainville Stoek Co. 

J &H Baer, Inc. M. A. Reich & Ce. 
Handy & Harman William Schneider 
Heller Hope Company Shiman Mfg. Co., tne. 
Hoover & Strong, Inc. Star Ring Mfg. Co., Inc. 
Edward Lembeck Bros. J. J. White Mfg. Co. 
Linde Company Leo Wolleman, Inc. 








A Non-Profit Industry Association 


608 5th AVE., NEW YORK, N. Y. ¢ re ; 
Affiliated with Jewelry Industey Coungil 











When you buy tableware, 


This is the Oneida Silversmiths’ new symbol of quality. Your customers will see it in every ad 
++. On every package ...on every display. And they’ll recognize it as the seal of finest quality. 


MORE SALES OPPORTUNITIES 
WITH TABLEWARE BY ONEIDA 


TOP QUALITY MEANS SATISFIED CUSTOMERS: 
Whatever the price, in sterling, silverplate and stain- 
less, Oneida lives up to its 110-year reputation for 
beautiful design and rigid production standards. 


TREMENDOUS ADVERTISING CAMPAIGNS: 
National advertisements in leading magazines tell the 
Oneida story of fine-quality sterling, silverplate and 
stainless to women all over the country. 


QUICK TURNOVER: 
Patterns in all price lines are proven fast sellers. 


crafted by 


PRE-TESTED TO SELL: 
Under Oneida’s effective market research program, 
each new pattern is nationally pre-tested for top con- 
sumer acceptance. 


POWERFUL DISPLAYS: 
Window and counter displays attract attention to your 
store and help move your stock faster. 


COMPLETE PACKAGE ASSORTMENTS: 
All lines are packaged and priced to fit every need 
and budget. 


AND ALL THIS ADDS UP 
TO MORE PROFITS FOR YOU! 


makers of distinctive tableware 


&& HEIRLOOM” STERLING COMMUNITY® SILVERPLATE 1861 ® rocers @ * SILVERPLATE ONEIDACRAFT® STAINLESS 


“TRADEMARKS OF ONEIDA LTC... ONEIDA. N.Y. 





